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Rough Proofs 


You have to hand it to Boston. 
They not only put on a great con- 
vention, but even arranged with the 
weather bureau to manufacture a 
summer resort atmosphere. 
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Most Bostonians were very happy 
at having the advertising world in 
their midst, and those who seemed 
to be troubled with a secret sorrow 
were probably supporters of the Red 
Sox. 
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Cal the Cobbler, says that the rea- 
son there’s no fool like an old fool 
is simply the fact that he’s a little 
more conspicuous than the other 
kind. 

2. 


Frank Fay is such a good come- 
dian that he can even get away with 
the story about the orator who re- 
ferred to his pocket notes and came 
up with Hart, Schaffner & Marx. 
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Mr. Fay probably knows that 
Frank Finney used the HS&M story 
away back when the Follies were 
young, but he realizes that all audi- 
ences laugh most heartily at the old 
familiar jokes. 
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Anybody who noticed monkey busi- 
ness going on in Boston should have 
remembered that a ship with a 
simian cargo for American zoos was 
anchored off Quarantine. 
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The ADVERTISING AGE prize-winners 
went all the way to Boston from the 
Pacific Coast, at the publication’s 
expense. This is believed to indicate 
that the judges had nothing up their 
sleeves. 
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They say that the Republicans may 
appoint two publicity experts, one 
for the East and one for the West. 
This looks like a handsome tribute 
to Charley Michelson. 
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Man cannot live by bread alone, 
but the millers and bakers are going 
to try to convince him by advertising 
that he should at least include it in 
his diet. 
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Advertising of bread will probably 
prove to be the perfect example of 
what happens when the right sort 
of provisions are cast upon the wa- 
ters. 
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Good Housekeeping shows how sun- 
burn preventives are tested by love- 
ly models, but fails to reveal just 
who has this particularly attractive 
job. 


>. 3.9% 


Every food on a recent Schlitz 
luncheon menu contained beer. This 
is carrying market development sev- 
eral miles past its logical conclusion. 
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Paul Hollister says that the house- 
Wife isn’t interested in technical data 
about commodities. This is going 
to be awfully bad news for Consum- 
ers’ Research. 
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Popularity most precious femi- 
nine quality.” They know that, like 
Chesterfield’s, it must be deserved. 
Copy Cup. 


PASSES AWAY 


Roscoe Fawcett 


ROSCOE FAWCETT 
SUCCUMBS AFTER 
COLORFUL LIFE 


Minneapolis, Minn., July 1.—Ros- 
coe Fawcett, 49, vice-president and 
general manager of Fawcett Publi- 
cations, Inc., and pioneer in many 
advertising and circulation develop- 
ments in magazine publishing, died 
at Rochester, Minn., yesterday after 
a long illness. 

As executive of a large group of 
magazines, sportsman, and captain in 
the U. S. air service during the 
World War, Mr. Fawcett led a color- 
ful, busy life. Despite several ma- 
jor operations in recent years, he 
carried on numerous activities with 
spirit and vigor. 


Plane Cracks Up 


Mr. Fawcett was born in Grand 
Forks, N. D., and was graduated 
from the University of North Da- 
kota. He was a star on the univer- 
sity’s football team, and after grad- 
uation became a referee in the Pacific 
Coast Conference. He then laid the 
foundation for his publishing career 
with editorial work on Minneapolis, 
Los Angeles and Portland, Oreg., 
newspapers. 

While he was sports editor of the 
Portland Oregonian between 1910- 
1917, the late John Gilbert, actor, 
was one of his assistants. In 1917, 
the two men, flying in a balloon race, 
were lost for several days in the 
mountains of central Oregon. 

Leaving the Portland Oregonian, 
Mr. Fawcett entered the air service 
during the World war with the rank 
of captain. Later he commanded the 
142nd Air Squadron overseas. Fol- 
lowing a crack-up of his plane in a 
fog, he spent 18 months after the war 
in various hospitals. 

Resigning from the service in 
1923, Mr. Fawcett joined his pub- 


(Continued on Page 33) 
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AFA Renews Truth Battle; 


Stresses Big Story Yet Untold 


Social Contributions of Ad- 
vertising Must Be Told, 
Lang Says 


Boston, July 2.—Inspired by adver- 
tising’s brilliant record of achieve- 
ment during the 25 years since the 
birth of the _ truth-in-advertising 
movement here, leaders and distin- 
guished guests of the Advertising 
Federation of America in convention 
in Boston hurried over the stocktak- 
ing appropriate to the historic occa- 
sion to plunge into plans for a more 
ambitious program for the better- 
ment of advertising. 

Two speakers at the opening gen- 
eral session on Monday, Chester H. 
Lang, president of the A. F. A., and 
manager, publicity department, Gen- 
eral Electric Company, Schenectady, 
and Ken R. Dyke, chairman, Associ- 
ation of National Advertisers, and 
general advertising manager, Col- 
gate - Palmolive- Peet Company, Jer- 
sey City, N. J., concurred in the 
thought that the truth-in-advertising 
movement should be supplemented 
with a truth-about-advertising move- 
ment. 


Women Need Knowledge 


Emphasis was placed on this point 
by the address of Mrs. Grace Morri- 
son Poole, honorary president, Gen- 
eral Federation of Women’s Clubs, 
and Dean, Stoneleigh College, Rye 
Beach, N. H., who hopes a way can 
be found to make women generally 
aware of advertising’s function in 
raising standards of living. 

David Sarnoff, president, Radio 
Corporation of America, New York, 
described his medium’s contribution 
to the truth-in-advertising movement 
and pledged observance of the high- 
est code of ethics for television 
when that medium comes into use. 

Winthrop L. Carter, president, 
New England Council, and president, 
Nashua Gummed Paper Company, 
Nashua, N. H., told how his organi- 
zation has promoted tourist travel 
in New England through application 
of a _ product-merchandising  tech- 
nique. 

After paying tribute to the vision 
and courage of the men who con- 
ducted the Boston convention a quar- 
ter of a century ago, Mr. Lang 
warned against too great compla- 
cence, pointing out the newer and 
greater responsibilities thrust upon 
advertising by its own success. 

He described the first of these re- 

(Continued on Page 36) 


Thumbnail Sketch 
of E. H. McReynolds, 
New AFA President 


Boston, Mass., July 1—The new 
president of the Advertising Fede- 
ration of America has been. vice- 
president in charge of advertising 
and public reiations, Missouri Paci- 
fic Railroad Company, since 1923. He 
is a former president of the Adver- 
tising Club of St. Louis. 

Born in 1888 in Bates County, Mis- 
souri, he was educated in the public 
schools and the University of Mis- 
souri. As a young man he was a 
well-known newspaper writer for 
Missouri newspapers. He is inti- 
mately acquainted with all phases of 
newspaper work, including the writ- 
ing of advertising copy and the sale 
of advertising space. In 1919 he 
handled publicity for the A. E. F. 
in France, having served with the 
United States marines during the 
war. 

Mr. McReynolds was nominated 
by Charles Younggreen, executive 
vice-president of Reincke, Ellis 
Younggreen & Finn, Inc., Chicago 
advertising agency. Mr. Young- 
green, a former president of the 
Federation, was elected a director 
for a term of three years today. 

He is playing a prominent part 
in the Alf Landon presidential cam- 
paign as advisor to Mr. Landon. The 
intimate friendship between Mr. 
Younggreen and the Republican 
presidential candidate dates from 
the time that both were students at 
the University of Kansas. 


Last Minute News Flashes 


Independent Car Makers Join for Lower Rates 
Detroit, Mich., July 3.—Independent automobile manufacturers have 
proposed an Automotive Marketing Corporation to get the benefit of low 
rates from publications operating on a sliding scale, and thus gain a 


measure of parity with the integrated manufacturers. 


Under terms out- 


lined to publishers by W. A. James, advertising manager of Hudson Motor 
Car Company, blanket contracts would be negotiated by the corporation 
for members, who, however, would be billed individually for space used. 


Luce Is Planning New Picture Magazine 
New York, July 3—Henry R. Luce, president of Time, Inc., is plan- 


ning a new picture magazine. 


A key list has been circularized to get 


reaction to the subscription price of $3.50 a year. 


“Inland Printer” New Owner of “Rock Products” 


Chicago, July 3.—Inland Printer Company has bought Rock Products 
from the W. D. Callender Estate. The present personnel will be retained. 


Media and Better Business 
Bureaus Are Urged to 
Tighten Reins 


Boston, Mass., July 2.—The Ad- 
vertising Federation of America 
was pledged today to intensify its 
fight for truth-in-advertising through 
all its developed facilities and infiu- 
ence of constituent bodies. 


The resolution adopted yesterday 
at the closing session of the federa- 
tion, was presented by John Benson, 
chairman of the resolutions commit- 
tee and president of the American 
Association of Advertising Agencies. 

Carrying out the silver jubilee 
theme of the convention, marking 
the inauguration of the movement 
by the Federation in 1911, the regso- 
lution urged self-regulation both 
through individual action, Better 
Business Bureaus and a tightening 
by media of their censorship. 


McReynolds New President 


E. H. McReynolds, St. Louis, vice- 
president in charge of advertising 
for the Missouri Pacific Railroad, 
was elected president of the Federa- 
tion succeeding Chester H, Lung, 
of General Electric Company, Schen- 
ectady, N. Y. 

Vice-presidents named were 
George M. Slocum, publisher, Auto- 
motive Daily News, Detroit; Norman 
S. Rose, advertising manager, Chris- 
tian Science Monitor, Boston; Wal- 
ter W. R. May, manager, Chamber 
of Commerce, Portland, Oreg.; Edith 
Ellsworth, Roche, Williams & Cun- 
nyngham, Philadelphia, and H. B. 
LeQuatte, president, Churchill-Hall, 
Inc., New York. 

Mr. Slocum is newly-elected chair- 
man of the council on advertising 
clubs with Mr. Rose and Mr. May 
as vice-chairmen. Miss Ellsworth is 
chairman of the council on Women’s 
Advertising Clubs and Mr. LeQuatte 
is chairman of the council on de- 
partmental activities. 

Miss Louise C. Grace, past presi- 
dent, Women’s Advertising Club of 
Detroit and vice-president, Grace & 
Bement, was elected secretary and 
Frank A. Black, Wm. Filene’s Sons 
Company, Boston, was re-elected 
treasurer. Earle Pearson continues 
as general manager. 


Bulk Is Sound 


The resolution pledging the Fed- 
eration to intensify the fight for 
truth-in-advertising read: 

“The great bulk of advertising is 
honestly conceived, is reliable in 
statement, fair to competition, use- 
ful to the reader and soundly eco- 
nomic in its effects—in spite of the 
small minority of advertisers who 
fall below these standards and 
should be effectively controlled or 
eliminated. 

“If advertising did not lower the 
cost of distribution it could not ex- 
ist. Business employs it to save 
money. When we say that adver- 
tising pays, that’s exactly what we 
mean. 

“If any less expensive method of 
selling goods could be found it would 
be promptly adopted under the spur 
of competition. 

“The American people like adver- 
tising and respond to it. They like 
its emotional appeal. It suits their 
temperament, is cheerful and optim- 
istic. It gives to common things of 

(Continued on Page 36) 
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July 6, 1936 


NATIONAL-LOCAL 
WALKS AGAIN AT 
NEWSPAPER MEET 


Sizzling Resolution Is Adopt- 
ed by Executives 


Boston, Mass., July 1.—The News- 
paper Advertising Executives Asso- 
ciation went on record today in 
favor of the “United Front” promo- 
tion campaign for all newspapers, 
with modifications from the sugges- 
tions already made, and at the same 
time indicated by implication that 
it does not believe that the local- 
national rate differential can be dis- 
posed of by association action. 

A resolution was adopted severely 
criticising the presidents of the New 
York and Chicago associations of 
newspaper representatives, who re- 
cently approved the elimination of 
the differential by the St. Louis Post- 
Dispatch, and emphasizing the belief 
that this is a problem for the indi- 


vidual publisher and not for general 
or group action. It was held that 
the leaders of the representatives 
exceeded their authority in under- 
taking to speak on the rate problem 
for newspaper publishers. This criti- 
cism was somewhat softened by 
warm thanks for the interest dis- 
played by the specials in the United 
Front, 

The association re-elected Irving 
Maier, Milwaukee Journal, as presi- 
dent, and Norman S. Rose, Christian 
Science Monitor, Boston, vice-presi- 
dent. W. W. Watson, San Antonio 
Express, and T. S. Murphy, Janes- 
ville Gazette, were elected directors 
for three-year terms. 


To Confer With Agencies 


Resolutions adopted urged strong 
support of the United Front cam- 
paign and urged continued confer- 
ences with advertising agencies to 
develop better understanding of mu- 
tual problems. A study of the defi- 
nition of retail and general rates was 
agreed on as a basis for ultimate 
solution of the rate question. 

The resolution criticising the rep- 
resentatives, which was released for 
publication following a long and 
heated discussion in closed sessions, 
was as follows: 

“Whereas, (in the face of an or- 
ganized attack upon newspaper gen- 


eral advertising rates, as fairly set 
up by various newspapers, based 
upon individual markets, individual 
costs and individual productivity) 
there has occurred an incident in- 
volving the elected heads of two 
newspaper special representatives’ 
organizations, constituting, in the 
opinion of the Newspaper Advertis- 
ing Executives Association, an atti- 
tude as to rate and policy unbecom- 
ing the position of representative 
and employe, the same being ex- 
pressed in printed communications 
endorsing a certain controversial ac- 
tion by a St. Louis newspaper; 

“And whereas said communica- 
tions publicly implied rate and pol- 
icy recommendations to all news- 
papers, as opposed to those papers 
personally represented by them; and 
thus challenging the individual right 
of any publisher to determine his 
own rates and policies; 


Statements Held Improper 


“Be it resolved that the N. A. E. A. 
condemn as improper and unrepre- 
sentative of newspapers as a whole, 
the statements of the president of 
the New York City Representatives’ 
Association and of the president of 
the Chicago Representatives’ Asso- 
ciation, published in connection with 
certain St. Louis Post-Dispatch pro- 
motional material, exploiting that 


| 


@ National newspaper advertisers generally consider 20% or more 
coverage of all families in an area necessary to utilize a market. 


Readership by at least one out 


effective selling . . . defines the 


Measured in this way, one Baltimore Sunday newspaper sells goods 


effectively in 11 counties with a 


other covers 9 counties with a population of 1,165,149. 


In lowa The Des Moines Si 


gives more than 20% coverage in 95 out of the state’s 99 counties— 


turns a whole state into a sing 
Average coverage for all Iowa is 


The Comparative Value of Baltimore and Iowa Markets: 


Baltimore 
Newspaper A 
(11 counties) 


Population*® . 1,288,685 1,165,149 2,344,735 
New Car Sales? 27,325 24,605 65,364 
Retail Salest $327,518,000 $305,326,000 $458,000,000 
Spendable Money Inc.§ $703,804,000 $650,252,000 $1,174,000,000 


The rich “sales city of Iowa” is easily captured through hard 


hitting “big city” schedules in 
Sunday Register .. . 


The CITY of IOWA 


... is a BIGGER market! 


read by 45% of all Iowa families. 


of five families marks the limit of 
“sales city.” 


total population of 1,288,685. The 


inday Register’s 286,047 circulation 


le “sales city” of 2,344,735 people. 
45%. 


Baltimore 
Newspaper B “CITY OF IOWA” 
(9 counties) (95 counties) 


one newspaper—The Des Moines 


*1930 Federal Census 
+1935 R. L. Polk 

1933 Federal Census 
§1035 Sales Management 


“Good Taste Akin 
to Truth”: F. D. R. 
Boston, Mass., June 29.— 


“Every movement which has 
for its object the furtherance 
of truth in advertising is en- 
titled to the highest commen- 
dation,” President Roosevelt 
told the A. F. A. today. The 
message was addressed to Ed- 
gar Kobak and read by Ches- 
ter Lang. 

“T understand that truth will 
be the theme of the annual 
convention of the Advertising 
Federation of America when 
it meets in Boston. I shall 
greatly appreciate it if I may 
through you extend to all in 
attendance at the convention 
my hearty felicitations. 

“Your Federation has done 
excellent work by dedicating 
itself to a campaign in behalf 
of truth. Closely akin to truth 
in advertising is the question 
of good taste and one need not 
have a long memory in order 
to realize what advances have 
been made in the interests of 
both truth and good taste in 
the quarter of a century just 
passed. Yours is a noble ob- 
jective and working for its 
realization the Federation is 
entitled to the loyal support of 
all sections of the great con- 
suming public.” 


newspaper’s adjustment of the rate 
differential. 

“This condemnation applies to the 
individuals concerned but not to spe- 
cial representatives as a whole.” 

Approval of the project to pro- 
mote newspapers as a whole through 
a comprehensive plan developed by 
a special committee of newspaper 
executives was given by the News- 
paper Advertising Executives’ Asso- 
ciation following the presentation of 
a report by a_ special committee 
headed by Frank Tripp, of the Gan- 
nett Newspapers, appointed at the 
convention in Chicago last October. 
The report, while not entirely ap- 
proving the “United Front” program 
urged by groups of newspaper rep- 
resentatives, follows it closely in 
principle. 

It is as follows: 

“The action taken by this organi- 
zation has~ aroused encouraging in- 
terest in the subject and, in the 
main, there has been favorable re- 
action. The greatest interest and 
the best co-operation has come from 
the special representatives who 
acted through committees named by 
their organizations in New York and 
Chicago. After repeated local meet- 
ings, they joined in conference in 
Cleveland on Jan. 14, 1936, and 
agreed upon a 23-point program. 


Thanks to Representatives 


“Your committee is not unanimous 
in its approval of this 23-point pro- 
gram and takes exception to minor- 
ity of the proposals, but has _ re- 
viewed it in the spirit in which it 
was presented, ‘as a basis for fur- 
ther discussion.’ 

“Its thoughts envision the ideal 
situation as seen by the representa- 
tives. Its details arouse the inevit- 
able differences of opinion as_ to 
method of procedure. For its gen- 
eral soundness and the spirit of co- 
operation which it represents, this 
organization and newspapers in gen- 
eral, owe the special representatives 
a debt of gratitude. 


Studies 23 Points 


“Your committee has studied each 
of the 23 points carefully and 
reaches the conclusion that they pre- 
sent the nucleus of procedure for 
the ultimate effort, an outline of 
ideas from practical sources for dis- 


cussion and decision by those who 
will direct the final effort. 

“Your committee has contacted 
numerous publishers and owners of 
newspapers. It is safe to say that 
a majority of them recognize the 
need for greater effort in behalf of 
newspapers as a whole. However, 
they are without a course or definite 
program and have not been suffi- 
ciently informed to be roused to the 
action and expenditure which your 
program comprehends. 


“The apprehension reflected in 
your October’ resolution is not 
shared by some owners. Your com- 


mittee believes this is because own- 
ership in general has not yet awak- 
ened to the modern selling competi- 
tion which the newspaper faces and 
thus still expects their individual 
selling organizations and existing 
under-financed promotion agencies to 
adequately represent the newspaper. 

“While this attitude is highly 
complimentary to advertising exec- 
utives, your committee has further 
recommendations: 


Makes New Recommendations 


“Your October resolution provided 
that this committee investigate 
means by which an adequately fi- 
nanced newspaper advertising pro- 
motion effort could be brought 
about. It inferred a minimum an- 
nual budget of $250,000 and $300,000 
was freely talked of as the proper 
yearly expenditure for a period of 
five years, a $1,500,000 total. 

“The recommendation of this or- 
ganization and the program of the 
special representatives can prevail 
only through the co-operation of 
owners and publishers. We are work- 
men asking for better tools. As such 
we must justify our recommenda- 
tions. To more than double present 
advertising promotion expenditures 
a convincing program must be pre- 
sented. Therefore, this committee 
gives its opinion that the method of 
procedure should be: 

“I—Prepare a presentation show- 
ing the needs as this organization 
sees them. 

“II—Confer with existing agencies 
upon their ability to conform to 
those needs. ‘ 

“IlI—Definitely endorse some 
agency, preferably one now in ex- 
istence. 

“IV—Join with that approved 
agency and with special represen- 
tatives in setting up as nearly a per- 
fect program of effort as is possible. 

“V—This organization, the special 
representatives and the approved 
agency join in the presentation of 
the program to a selected group of 
publishers and owners, seeking 
underwriters for the budget, in order 
that work may progress while sup- 
port of all newspapers, great and 
small, is solicited.” 


Committee Is Appointed 


Following adoption of the report, 
discussion of which developed gen- 
eral agreement on the part of lead- 
ing newspaper executives that news- 
papers are not being promoted as 
successfully or intelligently as some 
other media, President Maier ap- 
pointed the following committee to 
work out the details of the plan: 

Mr. Tripp, chairman; L. W. Her- 
ron, Washington Star; Edwin S. 
Friendly, New York Sun; Don U. 
Bridge, New York Times; Chesser 
Campbell, Chicago Tribune; L. M. 
(Tex) Gaines, Richmond News- 
Leader; Herbert Conlon, Grand Rap- 
ids Press; T. S. Murphy, Janesville 
Gazette; Fred Pierce, Altoona Mirror. 

It was indicated that the plan does 
not contemplate setting up a new or- 
ganization to carry on the sort of 
promotion projected, but using the 
facilities of the Bureau of Advertis- 
ing of the A. N. P. A. or Major Mar- 
ket Newspapers. 


How many 
have display rooms? How 
many carry paints, varnish, 
linseed oil? How many sell 
paint brushes? 


AMERICAN BUILDER 


AND BUILDING AGE 


CHICAGO 

105 W Adoms Street 
NEw city 
3G Church Street 
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lumber yards 
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WKRC is the only Cincinnati station which carries Summer, winter, day, night, it is WKRC that brings 
the complete program schedule of a major network— Columbia Network programs to Cincinnati listeners. 
in a market of 1!/, million people, whose spendable Listeners turn naturally to WKRC at 550—“First 


income is 33%% higher than the national average. on the Dial”. It’s a habit with them. A good habit. 
Advertisers who hitch their wagons to this star go Let us send you the facts. They tell a detailed, busi- 


places fast—at a price in keeping with the market.  ness-like story that will make and save money for you! 


WKRC, Cincinnati — owned and operated by the Columbia Broadcasting System. Represented’ by 
RADIO SALES, INC., NEW YORK, 485 Madison Avenue, Wickersham 2-2000. CHICAGO, 
410 North Michigan Avenue, Whitehall 6000. DETROIT, Fisher Building, TRinity 2-5500. 
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RADIO. SALES, INC., 485 Madison Ave., X end me 


Se ai 


more facts about WKRG:.. 
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KIRSTEIN POINTS 
TO APPROACH OF 
‘NEW’ CONSUMERS 


Tells NRDGA Implications of 
the ‘Social’ Era 


Boston, Mass., June 30.—A stirring 
call to distributors to prepare to 
serve the consumer of the rapidly 


approaching new “social” era—a 


consumer freed from fear of the fu- 
ture, ready to spend liberally, and 
more literate and critical of adver- 
tising than at present—was voiced 
today by Louis E. Kirstein, vice- 
president in charge of merchandising 
and publicity, Wm. Filene’s Sons 
Company. 

Mr. Kirstein addressed the sales 
promotion meeting of the National 
Retail Dry Goods Association, held 
in conjunction with the Advertising 
Federation of America convention, 
on “This Business of Retailing— 
Where Is It Headed?” 

Retailers today are apt to be 
over-concerned with various forms 
of competition, monopolistic price- 
fixing trade practices, and legislative 
restrictions, and inattentive to the 
signs of the times which portend a 


new type of consumer, Mr. Kirstein 
declared. 

As to chains and other forms of 
competition, retailing can take care 
of itself, Mr. Kirstein said, declaring 
that chains still occupy only about 
25 per cent of the field of distribu- 
tion, despite large and rapid growth. 
There’s always a new bogey on the 
retailing scene, and the latest is the 
consumers’ co-operative, he added. 


Remedy at Hand 


Retailers have a remedy at hand 
when manufacturers attempt to con- 
trol prices “unreasonably,” for there 
are many lines of manufacturing 
which it is relatively easy for a 
large retail establishment to enter, 
he said. 


The Robinson-Patman Act, even 


if it should be upheld by the Su- 
preme Court, Mr. Kerstein asserted, 
will simply have the effect in the 
long run of speeding up this same 
process—combination between re- 
tailing and manufacturing. 

“I am confident that retailing can 
meet all these challenges whether 
they take the form of new competi- 
tive developments in distribution or 
whether they proceed from the de- 
velopment and espousal of unsound 
economic philosophies by wholesal- 
ers, manufacturers, and short-sighted 
legislators.” 

The real problem, Mr. Kirstein de- 
clared, is whether present-day retail- 
ing can keep up with the consumer, 
whether it is sufficiently flexible to 
meet changing characteristics of 
consumption, changing buying hab- 
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B.V.D. SALES, INC. 


Expire Stole Lnslding 


NEW YORK CITY 
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May 27, 1956 


Mr. Curtis J. Harrison, 
Advertising Manager, 
PHOTOPLAY, 

1926 Broadway 

New York, N.Y. 


My dear Mr. Harrison: 


I have just received a copy of the June issue, 


Photoplay Fashions. 


I think it should receive the "gold award” of 


magazine merchandising. 


Please be sure that I receive it every month. 


Kindest regards. 


- 


Sincerely yours, 


L CndreceCactbes 


L. Andrew Castle 
Sales Manager 

Swim Suit Division 
B. VY. D. SALES, Inc. 


“Ned t myself, | Lhe 8.v.0. bat!” 


To those advertisers and agency men who have not heard 


the story of PHOTOPLAY’S department store merchan- 


dising set-up, we would be pleased to explain its benefits. 


May we call at your convenience? 


CURTIS J. HARRISON, 


Advertising Manager 


_ PHOTOPLAY MAGAZINE 
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Louis E. Kirstein 


its, and changing social conditions. 
The nation appears to be evolving 
into what might be called a social 
era, in which the community through 
government as well as through pri- 
vate enterprise will pay much more 
attention to the rank and file of the 
nation, Mr. Kirstein pointed out. 


Masses in Limelight 


The first 125 years or so of the 
nation’s history were devoted to de- 
veloping and exploiting this huge 
country, he said. Producers and fi- 
nanciers built a great industrial em- 
pire, he declared, but maladjust- 
ments inevitably occurred, strains 
which produced slums as well as 
palaces, and periodic breakdowns in 
the whole industrial system. The na- 
tion turned its attention to these 
maladjustments. 

“Beginning with the administra- 
tion of Theodore Roosevelt, con- 
tinued through the Wilson admini- 
stration, sharpened and heightened 
by the bitter experience of this last 
depression, we have definitely placed 
the mass of people both as workers 
and as consumers in the foreground 
of national concern. I believe that 
regardless of what political party 
may be elected to office either next 
fall, or at subsequent elections, this 
trend will continue.” 

Retailers have a great opportunity 
before them if they have the intelli- 
gence and flexibility to take advan- 
tage of it, he said. 

“Our very place in the economy 
of the nation gives us a strategic po- 
sition, standing as we do between 
the producer and the consumer. It 
is our duty not only to market goods 
and services created by producers, 
but also—and in fact, this may be 
our major responsibility in years to 
come—to act as the sensitive instru- 
ment for the great mass of consum- 
ers as they evolve to their new posi- 
tion of status and security; and not 
only to sense what their wants are 
but to guide them in shaping their 
wants, and to convey to the producer 
what these wants are.” 


New Buying Power 


Perhaps the most striking mani- 
festation of the new social era is 
the Social Security Act which be- 
came a law last year, he said. This 
legislation will release tremendous 
spending power, Mr. Kirstein be- 
lieves. 

“The millions eligible for the vari- 
ous types of benefits will spend these 
benefits and grants almost immedi- 
ately as received for food, clothing, 
shelter, home furnishings and other 
necessities and amenities of life. 
But even before these benefits will 
have been received, the very thought 
that the period of old age will be 
provided for and that unemployment 
will be mitigated, in part at least, 
through unemployment compensa- 
tion,—this very thought in the minds 
of the mass of wage earners will in- 
evitably give them a sense of secur- 
ity so that they will spend their cur- 
rent earnings much more freely than 
they have in the past; so that these 
current earnings will be almost im- 
mediately converted into purchasing 
power and therefore into effective 
consumers’ demand.” 
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: SORE Ke. 


Alutomatic heat and air 
conditioning dealers come from thirty fields — ; 
hea but they can be reached in one dealer paper. Write : 
A. for a copy of the survey that describes this “pack- 
nse aged” market and possible economies in selling it. 
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| . a 
showing percentage of gain or loss e ry e 
Offer New —< torizi Retail Lineage from last year for each week since Index of Retail Activity 
ee or Sanfrorizing ° e the beginning of the year, follows: 
A wad —s a oe Gains Continue Per Cent P 
sponsore y the Sanforized-shrun Week Ending Difference t t t 
division of Cluett, Peabody & Co., | for 18th Week January Me ahead tata lca ata ae aa + 2.5 1n Ivf or af©ni ar e a ; 
Inc., under direction of Byron G. | i ee oC asin eee eRe +5.4 
Moon, director of publicity and pro- | PEE, ree ree +6.3 4 
motion. PS BE i a's i cnnecees soewese + 3.6 i 
Special co-operation will be ex-| Chicago, July 2.—Retail lineage Accented : sete eee e eer eeeeenes by ‘ 
¢ ~ , ’ »hil. xj are € ¥ ep APY Sane seveesvsevvvese . ° e . ” { 
tended makers of women’s and chil-| registered a gain over last year for) poy wary 15...........0 000s —o.s |Based on total retail lineage carried by all daily news- 
dren’s clothing who identify at least|the 18th consecutive week, the Ap- February 22.............+e0e: ie yr i 
oe 50 per cent of their lines with this | verrisinc Ace index of retail activity February 29........+.+++s00e: +1.9 papers in each market reported on ; 
label. It will _ be used on men’s|shows. For the week ended June 27,| March 7........000ceeeeeeees +3.3 
and boys’ clothing and all types of | 403) tincace wac ‘ I BR as 5 Nicaea eae ase oe +2.4 
work clothes. National magazine and eg ne 8.9 per roo per ESS. ee eerie cmap erent +6.1 
trade paper advertising will augment | ‘2@" Guring the corresponding period | March 28..........-+00+++ee5: +31 a rs 
the dealer effort. last year and for the year to date the| April 4.......----.+e+eeeeees +1.8 (Copyright, 1936, by Advertising Publications, Inc.) 
iiesiieaiiiattis increase over 1935 reached 4.8 per a . Peete eee e eee eeeeeenees te3 
. ) 2) ee: rere ee ee ee . 
Wildroot Offers Ford “— - siete ais tai) | APFIL 25. 2+. 222s cesses ener eens +4.6 86-Week 26-Week 
Wildroot Company, Inc., will award ne Index, W ich 8 sed on reta ear a ere +3.4 Period Period Week Week 
103 prizes in a contest promoted on | display advertising volume placed by|May 9..........--+.+++0+e05: + Ended Ended_ Percent Ended Ended Percent 
“The Charioteers” program over 33 retailers in all newspapers of 66 a 16 EEF KES HERES SES SE & FER t9%8 ; June 29, June 27, Gain June 29 June 27, Gain 
stations of the Columbia network | major cities, reveals that total line- May  SeNeaganerndebesdiat City 1935 1936 or Loss 1935 1936 or Loss 
each Monday evening. The first | age for last week was 16,304,311, com-| June 6...........-00..0ee00s +7.5 |Akron, O. ....... 7,818,168 8,027,439 +2.7 310,734 299,404 —3.6 
prize is a Ford V-8 sedan. Listeners | pared with 14,973,665 lines during the | June 13...........-0+0+ee0ee: +8.3 Atlanta, Ga. ..... 6,925,437 7,628,124 +10.1 212,394 253,886 +19.3 
are asked to tell in 25 words or less corresponding week of 1935. This | June ess co oe onoke acne +22.9 Birmingham, Ala. 6,968,438 6,779,948 +13.6 206,892 257,712 +24.6 
why they like Wildroot Instant | ; ain of 1,330,646 lines or 8.9 ep [JUNE 2T.ceeeeeeeeeeeeeeseeees +8.9 | Boston, Mass. .... 10,335,490 10,289,730 —0.4 310,716 334,969 +7.8 
Shampoo. Each entry must be ac- retools , ’ s ae Detailed figures for each of the Bridgeport, Conn. 5,661,264 5,948,328 +6.1 221,788 238,252 +7.4 
companied by a carton. ale inte Ww cities measured is given in the tabu-| Buffalo, N. Y..... 8,531,692 8,233,290 —3.5 377,566 341,460 —9.8 
. Bows to Bonus Week lation which appears on this page. |Camden, N. J.... 2,012,567 2,032,008 + +0.9 94,354 118,731 +25.8 
WOR Add t Staff ae . Cedar Rapids, Ia. 2,364,068 2,512,902 +6.2 79,544 $8,060 +10.7 
me... Pe < - While the pry om ar _ — ae : Chattanooga, Tenn. 3,836,855 3,438,025 —10.4 171,465 132,826 —22.5 
filliams H. Weldon, formerly of | week was not as marked as during ar’ Chicago, Ill. ..... 14,188,103 15,300,957 +7.8 440,877 522,643 +18.6 
the New York office of John Blair &|the preceding week when the elixir Donahue to “St sveunanes = 
Co., radio representatives, has joined of bonus millions was injected to Daniel J. Donahue, formerly with Cincinnati, sees 8,272,989 8,638,067 + 3.2 280,231 300,879 +74 
the sales staff of WOR. Miriam .. - i the Cincinnati Post, has joined the Cleveland, . See 9,138,640 9,905,223 + 8.4 329,624 399,754 + 21.3 
cause an increase of 22.9 per cent, Dailas, Tex. ..... 9,491,644 10,291,327 +8.4 314,497 326,130 + 3.7 
Adelson, formerly with National national advertising department of sm O 7.312.276 6864764 —-61 217,490 273,126 +25.6 
. the gain was the third highest for ; li for-| Dayton, O. «+++. 7,312,2 864,7 . ; , 25. 
Broadcasting Company, is now a The Minneapolis Star. He was f0r-|nenver, Colo. .... 0 cccecece  caveeecs ze 185,180 181,530 —1.9 
member of WOR’s sales promotion | the year. merly with New York Herald-Tribune 
department. The record of cities measured|and The American Weekly. Des Moines, Ia... 3,225,880 3,262,240 +1.1 105,519 140,145 +32.8 
Detroit, Mich..... 10,706,629 10,943,707 +2.2 376,528 418,936 +11.3 
OR: Win vedaanss 3,563,084 3,617,310 +1.5 137,648 126,102 —8.4 
,| Evansville, Ind... 6,040,692 6,541,738 +8.3 268,184 268,394 +0.1 
Fall River, Mass. 1,655,373 1,745,775 +5.5 49,898 69,822 +39.9 
lowa Weather Flint, Mich....... 4,333,084 4,617,398 +66 152,852 165,382 +8.2 
Sienertneen te errmes ¢ e wr. nau 1 ¢ CITY FINAL Gary, Ind. . 2,615,061 3,051,964 +16.7 118,426 131,135 +10.8 
3 2S ony cee Sze te 9, Grand Rapids, Mich. 4,626,954 4,659,448  +0.7 159,992 183,050 +14.4 
Techs Gciecdes to tats anh sane. 1OWA INTERES FIRST Greenville, S. C... 3,078,209 2,913,189 —5.4 121,058 112,182 —7.3 
VOLUME 54—NUMBER 162 SEEN Hn = — CEDAR RAPIDS, IOWA, FRIDAY "JUNE 19, 1936. ASSOCIATED PRESS, UNITED PRESS. INTERNATIONAL NEWS Houston, Tex..... 6,481,860 7,007,913 +8.1 151,662 284,550 +87.6 
Current Y, 3 vy) Indianapolis, Ind. 8,400,258 8,732,274 +3.9 274,719 329,919 +20.1 
‘T. Jersey City, N. J. 1,139,263 1,275,877 +12.0 43,114 52,786 +22.4 
Comment yy WV nn Vy is Kansas City, Kans. 1,054,928 1,184,911 +12.3 47,355 49,910 +5.4 
= ag cgi LLIS 4 Ho UU GY ly Knoxville, Tenn.. 4,423,171 4,807,782 +8.7 190,134 191,366 +0.6 
— Y 
ISTITUTIONAL dv WUbnG G4 Little Rock, Ark. 4,742,206 4,646,199 —2.0 183,302 163,800 —10.7 
‘ " again ; ———— : Lynn, Mass. ..... 5,280,940 5,231,708 —0.9 194,740 210,434 +8.0 
- + Agent For Board Of | SPECIAL Ul My Manchester, N. H. 1,791,708 1,716,102 —4.2 75,126 78,534 +4.5 
YO eSSOry i e T a Control Faces Drunk Memphis, Tenn. .. 5,614,672 5,611,246 —0.1 184,688 189,602 +2.7 
oe REPORT TELLS Milwaukee, Wis.. 6,592,283 7,308,988 -+10.9 252,311 327,452 +29.8 
nton CROP DAMAGE Minneapolis, Minn. 7,201,401 7,759,700 +7.8 275,915 288,768 +4.7 
, h Moline-RockIsland 3,853,626 4,287,250 +11.3 152,950 154,658 +41.1 
New Bedford, Mass. 1,679,466 1,640,548 —2.3 69,594 58,912 —15.3 
nd Minneapolis =| New Orleans, La. 9,181,042 9,730,424 +6.0 368,502 411,839 +11.8 
apo gg New York, N. Y.. 29,226,301 32,651,937 +11.7 949,634 1,119,483 +17.9 
ity July 
Go Lumit. Brooklyn, N. Y.. 3,661,727 3,518,277 —#.9 121,655 131,837 +8.4 
Norfolk, Va. ..... 4,674,390 4,803,358  +2.7 192,206 185,762 —3.3 
Oakland, Calif.... 3,678,416 3,839,421 +4.4 121,307 127,201 +4.9 
Okla. City, Okla.. 5,183,087 5,616,279 +8.3 195,664 259,238 ++-32.5 
e Peoria, Ill. ...... 5,633,552 5,623,233 apd 199,188 200,389 +0.6 
Philadelphia, Pa.. 14,324,432 14,623,434 +2.1 539,856 588,825 +9.0 
Phoenix, Ariz. 3,714,771 3,790,346 +2.0 117,922 134,162 +13.8 
Pittsburgh, Pa. 12,101,294 11,560,184 —4.5 395,262 403,970 +2.2 
eas” | he bree vu Portland, Ore. 5,214,730 6,829,424 +11.8 206,724 229,922 +11.2 
me daily to| lor of thee Providence, R. I.. 6,983,705 6,870,053 —1.6 261,272 239,183 —8.4 
Richmond, Va. ... 5,849,676 6,458,466 +410.4 233,310 243,852 +4.5 
‘Bs, ' . : . ° Rochester, N. Y.. 9,072,869 9,248,743 +41.8 350,966 345,099 —1.7 
3 It's enlightening to follow active retail markets as Sacramento, Calif. 5,243,661 5,666,388 +8.1 212,163 211,928 —0.1 
oa e e ° San Antonio, Tex. 2,808,780 3,312,980 +17.9 103,271 108,507 +65.1 
See en en fa reflected by retail linage figures compiled weekly by San Diego, Calif. 6.347.424 6,828,068 +7.6 231,826 279,776 +20.7 
JP THAT WERE | 2 2 ' . 
teed a oe Age. It's a good business barometer. San Francisco, Cal. 7,163,903 7,839,890 +9.4 233,452 256,878 +10.0 
: : South Bend, Ind.. 4,240,896 4,402,436 4+3.8 153,073 162,745 +6.3 
“p consumer money Is — gl can expect the Spokane, Wash. .. 3,215,201 3,572,474 +11.1 113,351 128408 +13.3 
most for vour a St. Louis, Mo..... 8,978,035 9,305,480 +3.6 311,310 331,815 +6.6 
your newspaper & vertising ouar ; St. Paul, Minn.... 6,086,856 6,739,918 +10.7 208,268 222,717 +6.9 
. ' ee 
Of the lowa newspapers reporting to Advertising Syracuse, N. Y... 6,262,693 6,437,454 +2.8 233,415 219,149 —6.1 
: a Tacoma, Wash... 2,849,955 3,405,738 +4-19.5 91,854 124,096 +35.1 
Age, The a — Gazette ep ——-. Tampa, Fla. ..... 4,332,276 3,031,646 —9.0 102,578 106,428 +3.8 
ade again. r r Toronto, Ont., Can. 12,037,481 11,532,262 —4.2 365,597 359,955 —1.5 
gg To pa ey Coverage ( a? ad s) ” 3 Washington, D. C. 18,502,317 20,649,516 +11.6 595,929 659,436 +10.7 
RICHEST MARKET —plus spendable income in this area Worcester, Mass.. 6,519,881 6,611,984  -+1.4 229,663 226,051 —1.6 
Youngstown, O. .. 5,203,134 5,332,740 +2.5 195,388 220,969 +13.1 


daily.) 


—plus a newspaper policy that increased circulation 21°, 
in three years accounts for this linage record. 


zette's circulation is over 4 times greater in the Cedar 
Rapids area—"IOWA'S RICHEST"—than any other lowa 


Of the 68 national market areas reporting, only 
twenty-two reflected gains equal to or exceeding that in 
the Cedar Rapids area—the area covered by The Ga- 


$225,000,000 for 1936. National advertisers can profit 
along with retail advertisers in the Cedar Rapids area. 


(The Ga- 


OER 0.6.3 sun 


417,251,814 437,185,952 


+4.8 14,973,665 


16,304,311 +8.9 


Indusrrial and 
Commercial 
Air Conditioning 


Effective coverage in this Important Dual Market 
..two monthly papers which have the greatest 


zette. subscriber audience in air conditioning. Come to 
“Headquarters” for complete market and media data. 
We're always in the money in "IOWA'S RICHEST ale 
MARKET." Total crops, livestock, etc., estimated at HEADQUARTERS 


6 N. MICHIGAN .. CHICAGO 


KEENEY PUBLISHING COMPANY 


Residential 
Air Conditioning 


lowans have given us a new slogan, "The Paper lowans finay 
ie Poe Look To For Leadership." One of the reasons is that The o_o 
mn SS Gazette carried more total paid advertising for the first chia 
ces S 7 five months of 1936 than any other lowa daily. As in Tealitin new... timely 
ca eee Ce 1935, The Gazette again leads the state. SS eas \ STOCK PHOTOGRAPHS 
"BLANKETS IOWA'S RICHEST MARKET" Ready-to-use “Reserve Ilustra- 
tions” submitted 10 days approval 
. by mail from world’s largest file. 
Che Cedar Rapid gS Gasette Cost only $10 each. Model releases 
Protect you 
Represented Nationally by 
ALLEN-KLAPP-FRAZIER CO. UNDERWOOD & UNDERWOOD 
New York Chicago Detroit St. Louis aE yeee CHICAGO DETROIT 
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On every side there is activity which is already beginning to reflect it- 
self in sharply rising sales curves for the dealers and stores who sell Okla- 


homa and North Texas farmers their supplies. 


Wheat and oats are being threshed and marketed; alfalfa is being cut; 
cotton, corn, grain sorghums and broomcorn are under cultivation. 


All of these operations are going on today in this rich agricultural area 
of the Southwest. In addition, wheat stubble is being plowed in prepara- 
tion for the fall sowing of the 1937 crop. 
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Oats is in the shock and ready for thresh- 
ing on this Washita County farm on 
June 22. 


Combining wheat with a rubber tired 
tractor was the order of the day on this 
Blaine County farm June 22. 


Corn in Logan County is ripening on 
June 22. 


second cutting following the wheat and 
oat harvest. Taken June 22. 


On June 25 stands of grain sorghums like 
this, taken on a Custer County farm, are 
found all over Western Oklahoma. 


Broomcorn has headed out and is fast 
ripening all over the Grady County area. 
Taken June 26. 


Cotton cultivating is at its height over the 
cotton belt. Photo taken in Caddo 
County, June 23. 
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At this time scenes like these are 
being enacted all over the farming 
area covered by The Farmer- 
Stockman. They mean summer 
and fall buying activity among 
the more than 227,000 farm sub- 
scribers to The Farmer-Stockman, 
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July 6, 1936 


RISING STRESS 
ON PRICE TOLD 
AT CONFERENCE 


Boston, July 2.—A variety of sub- 
jects, including price competition, 
copy slants, the division of duties be- 
tween the agency and the client’s 
sales department, advertising con- 
tests, radio merchandising co-opera- 
tion and market research, were dis- 
cussed at the day-long national ad- 
vertising departmental Tuesday of 
the Advertising Federation of Amer- 


ica convention. Herbert Claridge, 
Salada Tea Company, Boston, pre- 
sided. 


List of Speakers 


The speakers were John E. Fon- 
taine, vice-president, United Drug 
Company, Boston; Dr. E. I. Lloyd, 
Department of Commerce, Washing: 
ton, D. C.; Minna Hall Carothers, 
publicity director, Associated Wool 
Industries, New York; R. L. Harlow, 
assistant to the president, Yankee 
Network; Edward R. Grace, presi- 
dent, Grace & Bement, Inc., Detroit; 
Prof. Lloyd D. Herrold, Northwest- 
ern University, Evanston, IIl.; Dr. 
A. D. H. Kaplan, Department of La- 
bor, Washington, D. C.; L. D. Harris, 
Gordon & Gotch, Ltd., London, Eng.; 


and Earle Meyer, secretary to the 


advisory committee of the Propri- 
etary Association, New York. 

Mr. Fontaine had just returned 
from a 29,000 mile trip to study re 
tail price competition at first hand. 
Contrary to common belief, he said, 
price competition is increasing and 
retailers, rather than consumers, are 
responsible. Price control policies 
and price maintenance legislation 
are having little or no effect on the 
trend, he declared, unless it is to 
transfer the concentration on price 
competition from nationally adver- 
tised to private brands. 


Consumer Position Improved 
He observed that price merchan- 
dising is most strenuous in the drug 
field, where  nationally-advertised 
merchandise is about 70 per cent of 
the volume, and that it is less stren- 


uous where the proportion of na- 
tional brands sold is less. 

Pointing out it is not intelligent 
for the manufacturer to expend all 
his sales ammunition trying to make 
consumers quality conscious while 
the retailer works even harder to 
make the public price conscious, he 
suggested that manufacturers put 
education of the retailer on this sub- 
ject first on their sales program. 
Personal contact, direct mail and 
trade paper advertising are _ indi- 
cated, he said. 


Consumer Position Improved 


Of particular interest among the 
many reports of his bureau reviewed 
by Dr. Lloyd, was one showing that 
the cash and credit position of the 
consumer has improved the past year 
and that instalment selling, if prop- 
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In Jacksonville the Merchants Say 
“Now Every Day Is Saturday”’ 


T 


HIS summer’s week-day business is rivalling last 
summer’s Saturday business and happy Jacksonville 
merchants are saying: “Every day is Saturday now.” 
Which really means action because Jacksonville draws 
trade from a fat back-county and Saturday always tops 
the week in retail business. 
This condition of six Saturdays a week should con- 
tinue indefinitely in the Jacksonville market. There’s 
plenty of buying desire and plenty of buying power... 
lots of bonus money yet to be spent; a flood of golden 
vacation dollars, fruit of Jacksonville’s famous beach 
resorts; increased employment resulting from the un- 
deniable building boom; and, of course, the normal 
industrial, commercial and agricultural income of the 
city and its trading area. 
National advertisers who want to share in this 
pleasantly exciting market will find that the one quick 
and profitable approach 1s through the advertising col- 
umns of the Florida Times-Union. 
Times-Union reach 85 per cent of all literate Jackson- 
ville families and 65 per cent of ALL trading area 


families daily. More on Sunday. And the milline rate 
is Florida’s lowest. 


Che Florida Cimes-Union 


LARGEST CIRCULATION IN JACKSONVILLE 
Daily — FLORIDA’S LARGEST NEWSPAPER Stweclay- 


Represented Nationally by REYNOLDS-FITZGERALD, Inc. 
Los Angeles 


Detroit San Francisco 
GRANT, Atlanta, Georgia 


MEMBER AUDIT BUREAU OF CIRCULATIONS 


Schedules in the 


Seattle 


QUIET MOMENT 


Herbert Claridge, advertising manager 

of Salada Tea Co., Boston, communes 

with his pipe during the A. F. A. con- 
vention. 


erly managed, is about as profitable 
as it has ever been. 

The principal purpose of his ad- 
dress was to acquaint the national 
advertisers with the information 
available from his department and 
to invite their co-operation and di- 
rection in the type of work to be 
done and the methods to be em- 
ployed. 


Need Different Approach 


Discussing copy slants, Mrs. Car- 
rothers agreed with Mr. Fontaine 
that retailers are making price the 
outstanding copy appeal. 

“If a trend to quality buying is 
not cultivated, a basement store psy- 
chosis will be the natural result,” she 
said. 

“This brings up the point that, ad- 
mitting the Colonel’s lady and Judy 
O’Grady are sisters under the skin, 
sometimes there is a difference of 
approach to each that may make or 
kill the sale of a product. To one, 
romance or economy appeals, to the 
other, intellectual approach and 
facts. 

“There is a group of men and 
women in this country today who 
want their romance in their living 
and facts in their advertising.” 

Mr. Harlow condemned merchan- 
dising co-operation by radio stations 
not only on the grounds that it is 
unethical, giving some advertisers 
advantages over others, but that it 
was a wasteful and inefficient prac- 
tice. 


Up to Advertiser 


“That radio programs should be 
merchandised is indisputable,” he 
said. “The better the job of prop- 
erly following through with a care- 
fully developed merchandising plan, 
whatever the medium, the greater 
the possibility for the success of 
that campaign. 

“But the merchandising is the di- 
rect and personal job of the advertis- 
ing agency and advertiser, who alone 
are in position to direct and co- 
ordinate the complete program so as 
to secure maximum results from the 
advertising dollar. 

“In delivering its facilities and in 
maintaining at all times its high 
standards both in programs and 
transmission, there is no further 
obligation on the part of the station 
for anything in the way of merchan- 
dising service. The only other serv- 
ices which can be justified are the 
offer of the use of station studios to 
local distributors, the sending of a 
representative to sales meetings to 
explain the radio program and the 
checking of public reaction to the 
program. 

“If it is necessary for a station 
to make all kinds of promises of 
merchandising service in order to 
get the account, something is wrong 
either with the station itself or its 
card rate.” 


Urges Service Definition 


Treading bravely on thin ice, Mr. 
Grace proposed that the A. F. A. 
undertake to define and standardize 
agency services and the compensa- 
tion for them. Enumerating some 
of the 183 services supplied by the 
modern agency, he declared: 

“With such a multitude of services 

(Continued on Page 33) 
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ecoooRADIO 


Not always the “biggest”, but the greatest man ... the 
man with Punch! Character! Personality! The man with 
“Color”, as we call it today. 


Since the beginning of time, mankind has followed the 
winner . . . the man who showed consistent ability to 
thwart the common enemy—to bag the most game—to 
promote the welfare of the tribe. 


So, too, with radio stations! It isn’t Power in watts or 
frequency, but “Color” that attracts the biggest audience 
... that produces, and holds, “Box-Office” results! 


That’s why KSTP holds the Big National as well as the 


Big Local Accounts year after year! 


at KSTP’s Dominant Position in the 8th U. S. Retail Mar- 
one ket—that metropolitan area in and around Minneapolis 
= and St. Paul where 1,250,000 residents spend 74.6 cents 
a i out of every retail dollar in the entire State of Minnesota 
ee —is due to its Personality! Its Character! Its “Color”! 


Pip 


MINNEAPOLIS SAINT PAUL 
ration 
es of > 2 
er to NORTHWEST S LEADING RADIO STATION 
or its 
." For Rates and Schedules, Address: KSTP, MINNEAPOLIS-ST. PAUL, MINN., or 
F, A. our NATIONAL REPRESENTATIVES: In New York—Paul H. Raymer Co...... 
. In Chicago, Detroit, San Francisco—John Blair Company. 
some 


whine KSTP is the exclusive outlet in Minnesota for N. B. C. Red and Blue Networks 
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: “ Mi 
ADVERTISING AGE July 6, 1936 


Out of a total of 13,600,000 available Sunday Rotogravure sec- 


tion circulation, Metropolitan can now deliver over 8,000,000 or 60%. 


July 1st, 1936 the following rates become effective for Metropolitan Weekly Gravure: 


1I—ROTOGRAVURE ADVERTISING: Sold as a unit in the following Sunday Newspapers: 


. Baltimore Sun Detroit News 
Boston Globe New York News 
Buffalo ‘Times Philadelphia Inquirer 
Chicago Tribune Pittsburgh Press 
Cleveland Plain Dealer St. Louis Globe-Democrat 
Washington Star 
TRC. R.O.P. 
TEMES i 6 asd6-n 0 60-46 504 op eREDEE RECO $id 56 fat 


2—ADDITIONAL OR ALTERNATE PAPERS: (All rates are flat) 


R.O.P. 
BOSTON CD ee Se Oe Se ria havk eee hhe tin vea es shee enninss $10.99 
Se ie dk tiie ieee durée d nee koe base 10.31 
BUFFALO (a) With Courier-Express added............ ake siebuehedeeeetany 10.95 
(b) With Courier-Express only. ............ 0... checcecscecececes 10.70 
DETROIT (a) With Free Press added................ ccc ccc cee cece tees 11.06 
ee ee ids ca ieee reedaseed ence shee eenee ees 10.34 
NEW YORK (a) With Herald-Tribune added...................... 0... c eee ee 11.55 
(i) WHR ERGPAie-EVIOUMO GREY. 6... on ccc cece cree seer encveeey 8.53 
ST. LOUIS (a) With Post-Dispatch added................... cc cece cece ee eeee 11.25 
(H) Veet BORG NOED GUE. wie kee ede cendtcdeeereisceseeeanes 10.75 
We ree Sree: CR) Wee We eg os 6 6 5.5 5 hike echo edeeeessascivess 10.74 
(b>) With Post omly..........: Seer TT eee Tee Tee eT eee Tee ee ee 10.42 
, _— ‘i 7 R.O.P. 
ee ee ee 66-6 06 6.0.059006 4 8 RESTATER EHORS FEKETE OTM oO‘ Oe ORE REE AR ERS $14.04 flat 


CIRCULATION—6,598,117 for Item 1 on both Rotogravure and Comics} iq 
All papers in group 
are members of 


=> Metropolita 


e Baltimore SUN-Boston GLOBE -Buffalo TIMES-Philadelphia INQUIR 
Chicago TRIBUNE-Derro/t NEWS-New York NEWS—Fittsburgh PRES 
Cleveland PLAIN-DEALER-S¢ Lous GLOBE-DEMOCRAT-Washington ST 
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/ ‘July 6, 1936 ADVERTISING AGE 
{ — o - -- - : 


More complete coverage and greater flexibility are now avail- 


able through Metropolitan Weekly Sunday Newspapers. 
July Ist, 1936 the following rates become effective for Metropolitan Weekly Comics: 


1—COMIC SECTION COLOR ADVERTISING: Sold as a unit in the following Sunday Newspapers: 


Baltimore Sun Detroit News 
Boston Globe New York News 
Buffalo 'Times Philadelphia Inquirer 
Chicago Tribune Pittsburgh Press 
Cleveland Plain Dealer St. Louis Globe-Democrat 
Washington Star 

ween oe Pages Half Pages 

NE in6 gin kee owe So BR ES oe 16.000 fat $8,500 flat 


2—ADDITIONAL OR ALTERNATE PAPERS: (All rates are flat) 


Pages Half Pages 
BOSTON (a) With Booval nddod. ........6 0c cccccesvescccscccee + see $8,910 
CR 8 STS ere cree eee ee ee 15,900 8.400 
BUFFALO (a) With Courier-Express added........................ 16,675 8,875 
(b>) With Comrier-Bixorees OFiy.... 6.0.0 cece ccc sens 16,275 8,650 
DETROIT (a) Wiis Bee Press GROG... 5 ince e ec eee incnccens 17,066 9,033 
Ce Gf PETC Seer Te CCT eT eT Ce TREE Te ee 15,883 8,386 
NEW YORK (a) With Herald-Tribune added........................ 17,700 9,520 
(b) With Blerald-Triteme OMRV. .... 06s c cece cseesseccns 14,660 7,918 
ST. LOUIS ee ere cree reer ee Te 17,400 9,250 
1m f BG FPPC ETT eT Tee eee ere 16,525 8,800 
WABHINGTON (0) Wit Pte GONG 6 6c civ cccc ec cess cevrcenvoerces 16,392 8,696 
ee ere as rere 15,857 8,407 
. op me Pages Half Pages 
ene en eer err reas eas BE het wee 


ni¢S $016,601 for 17 papers for Item 3 on both Rotogravure and Comics 


| Advertising Offices : 
ee y NEW YORK 


Gravure 
Ce omics 


Color : eAdditional or alternate papers CHICAGO 
e Boston HERALD-Buffo/o COURIER-EXPRESS SAN FRANCISCO 
PRESIMETROPOLITAN | Detroit FREE PRESS-New York HERALD-TRIBUNE e 


on SIG ~SUNDAY 


NEWSPAPERS, INC. 
NEW YORK - CHICAGO 


St Louis POST-DISPATCH —Washingfon POST 
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Social Effects of Advertising 
Unknown Quantity 


Comments by disinterested outside; might have a much more compelling 
observers regarding the effects of ad-| reason for changes in their copy than 
vertising on the community, from the|are now urged merely on the ground 
standpoint of changes in ideas, hab-|of good taste. Many advertisers to- 
its and opinions, have emphasized|day have only the objective of im- 
the fact that the average advertiser,| mediate sales in mind, and yet if the 
while fully conscious of the immedi-| ultimate effect of their current poli- 
ate sales result of his own advertis-|cies were understood, Mr. Dyke sug- 
ing, is not at all aware of the social| gested, they would be able to esti- 
effects of advertising as a whole. Yet| mate exactly the price paid for ad- 
these effects cannot fail to influence} vertising which may accomplish an 
the reception accorded his efforts by | immediate selfish benefit, but at the 
the public. expense of all advertising in the long 

Ken R. Dyke, chairman of the]run. 
board of the Association of National This is an important idea. It de- 
Advertisers, and advertising manager | serves careful consideration from all 
of the Colgate-Palmolive-Peet Com-|interests in a position to initiate 
pany, believes that this situation is| group projects. The Advertising Re- 
so important that it deserves a broad | search Foundation, sponsored by the 
and authoritative study to determine} A.N.A., might undertake such a pro- 
the facts. In an impressive address | ject, though Mr. Dyke suggested that 
delivered at the convention of the|the study should be made by inter- 
Advertising Federation of America in| ests not directly associated with ad- 
Boston last week, he urged that a|vertising. Its authoritativeness and 
research of this kind be instituted |the accuracy of its findings must not, 
as a means of enabling advertisers| of course, be questioned. 
to visualize the situation much more Advertising, as Mr. Dyke says, is 
intelligently than it is possible to|}so closely linked with social wel- 
do now. fare that all advertisers have a re- 

If advertisers knew exactly the ex-| sponsibility to build for the public 
tent of changes in public attitudes| good and to maintain the confidence 
brought about by advertising, they | which is the common asset. 


Advertising, the Voice of 
Business 


More than ever before, business|vention the great opportunity which 
and industry need an interpreter to| advertising has of interpreting to 
the public. More than ever betore,|the public the progress of industry, 
advertising’s function as their inter-| which has made possible an ever-in- 
preter becomes of primary impor-|¢reasing standard of living for the 
tance. The best thought of advertis-| American public. 
ing, as expressed in the addresses of 
leaders before the A. F. A. conven- 
tion in Boston last week, emphasized 
the necessity of the assumption of 
this responsibility in the future. 

Advertising has its own special 
problems, but in the large they are 


The progress and 
advance of industry are converted 
into more comforts and conveniences 
for the whole public. The interests 
ot business and the public are iden- 
tical. This is the message which 
must be presented to America, and 
advertising is the logical means 


through which the story must be 
maintaining a voice for business | to)q. 


which will be heeded, respected and 


the problems of business. Thus in 


Untair criticism of business and 
industry is based in most cases on 
necessary to build itself in terms of |ja¢K of knowledge. Advertising is 
dignity, honesty and restraint. It/tpe obvious method of overcoming 
cannot afford to employ methods | that handicap. 
which will invalidate its function as| The idea of telling the truth about 
advertising is not new, but recent de- 
velopments have given the project 

Chester H. Lang, dynamic presi-| new point. It now remains only to 
dent of the Federation, emphasized | put the machinery into motion to 


listened for, advertising finds it 


the spokesman of business as a 
whole. 


in his keynote address at the con-| execute the plan. 


A QUICK SHIFT IN MARKETS 


| 
| begin to appreciate how many im- 


provements are being made by farm- 
ers, involving large expenditure, un- 
til you get a chance to drive down a 
Minnesota country road and make a 
check up of what is taking place on 
farm after farm. 

Here is a list of the major expen- 
ditures being made on only these 
thirteen farms: 

1. A new complete barn, with steel 
barn equipment throughout and mod- 
ern ventilation system. 

2. A new roof on a large dairy 
barn. 

3. Doubling the size of a poultry 
house. 

4. A new tractor with two new 
implements. 
| 5. A new 1936 Buick automobile. 
| 6. A new electric refrigerator. 

7. A decision has been made to 
purchase a new milking machine this 
fall. 

While I congratulated Mr. and Mrs. 
Fitzke on the farm where the new 


(®@ 
{Lo ASR 


‘ll 


barn is being built, I went on to say 
that it certainly was remarkable how 
conditions had improved within sev- 
eral years to which Mr. Fitzke re- 
plied, “I should say so. Improve- 
ments that have taken place and the 
good conditions we see ahead made 
us decide to invest in this new barn.” 

While the volume of farm pur- 
chasing has already improved amaz- 
ingly, there is no question in my 
mind, after a trip of this kind and 
checking with wholesalers and sales- 
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Voice of the 


Fine Italian Hand 


of Robert E. Wood? 


To the Editor: I have seen so 
much advertising of one kind or 
other addressed to the veterans re- 
cently, good, bad and indifferent that 
the attached entitled, ‘‘We Don’t Be- 
lieve It!” and published in the Chi- 
cago Daily News of June 23, strikes 
me as being the most sensible piece 
of copy yet published in this cate- 
gory. 

Far different is this from the coy 
and virtuous attempts of so many of 
our prominent advertisers to coun- 
sel “don’t. spend your bonus” in one 
breath and to reach for it with avid 
fingers in the next. 

The Sears, Roebuck and Co., adver- 
tisement in my opinion, sizes up the} 
veteran in a nutshell, assigns him | 
to his rightful place in the life of | 
the community, avoids publicizing | 
him as a moron who is not capable 


of spending his own money, and with-| - 


out flattering his past or present, 
pays him and his judgment a real 
compliment. 

In this piece of copy I believe I 
discern the fine Italian hand of my 
friend, General Robert E. Wood, | 
president of Sears, Roebuck and Co., 
who, I suspect may have personally 
dictated it. 

E. F. McDona.p, Jr., 
Pres., Zenith Radio Cor- 
poration, Chicago. 


Surprising Actions 
of Spend-Thriftys 

To the Editor: Perhaps you have} 
noticed the advertising of the Sav-| 
ings Banks of Manhattan, Bronx & 
Westchester in New York dailies fea- 
turing the “Spend-Thriftys,’”’ who 
“save to spend—wisely and well.” I 
got quite a laugh out of the latest 
because it seems to me that the copy 
writer extended himself considerably. | 
The copy reads: 
“Sis has almost enough to go to | 
Bermuda this fall with a bunch of | 
the girls. Mother just bought a new 
washing machine—the one she’s had 
here eye on for so long.” 
Doesn’t it seem logical that the 
mother of a daughter who could go} 
to Bermuda would not be buying a | 
washing machine, but would rather | 
have her laundry work done? 


L. J. ZoRN, | 
Managing Editor, The Economist. | 
New York. | 


WE DONT BELIEVE IT! 


men, that farm buying up to this 
time is just a drop in the bucket com- 
~ — —— ——== | pared with the business that is com- 
- ing and a large amount of this ought 
Advertiser to break this fall, right after our 
farmers get through with their field 
operations on the present crop. 


W. E. Boserc, 
Adv. Mer., The Farmer, 
St. Paul, Minn. 


—Chicago Daily News 


_APPRAISING VETS 


There is an opinion abroad in the land 
that the bonus paymeuts to ex-soldiers vey 
will be frittered away in a fortnizht oa 
luxuries of littl permanent value. 


We don't believe it!) We know the ex- Ad so7 M 
soldier, personally, There are literally vertising en 
hundreds and hundreds of them in Sears 


Good Farmers Too 
To the Editor: Was it a freak of 
make-up or with an idea of humor 
that at the top of Column 5 on Page 
30 of your June 22 issue, right ad- 
joining your “Getting Personal’ col- 
umn that there appeared a_ box 
headed—‘“Farm Population Reaches 
ing condarh fer the Lontiye ns 'Nathe «6| New Peak”? 
ee ee ee You recall your Getting Personal 
chronicled the farming activities of 
some half a dozen ad men. 
o And, by the way—Why not organ- 
‘ ize the Farmer Ad Men? 
' SEARS. ROEBUCK AND CO. e€&8 Some of us are bona fide farmers. 
Emerson Poag produces darn good 
= —= |;Guernseys on his farm, I understand. 
Die I raise Herefords on my Michigan 
Advertising, News, farm and I'll stack ’em up against 
Should Be Divorced | anyone else’s for form. 
To the Editor: Congratulations on| Incidentally, I'H wager that some 


big family. He is just now turning forty 
years of ace ond is a level-headed busi- 
ness man. We'vescen him crow up. No 
longer is be the carefree lad who, seven- 
teen years ago. wrote world history with 
a bayonet and punctuated it with Stokes 
Mortars and hind grenades. 


Right now, in middle life, the ex-sol- 
dier is interested in his family aad home 
We know, for more and more of them 
are COMING TO SEARS to arranze for 
their bonus investment, arranging to 
purchase radios, electric refrigerators, 


Iovestigate Sears Plan to help con- 
serve this bonus 


1886 


| your editorial, “Riding a Good Horse|°f the boys actually make money 


to Death,” in the June 22 issue of |from their farms. 
ADVERTISING AGE. Yours for better farming, 
The views you have expressed in 
this editorial will be wholeheartedly | 
endorsed by every ethical public rela- | 
tions counselor. There is only one| 
basis upon which publicity should be vevweg 
submitted to a newspaper or maga- 
zine and that is solely upon a basis 
of its merit as news. No ethical Says Layout Man 
public relations counselor would con- Should Watch Copy 
sent to submitting news stories along To the Editor: It seems obvious 
with advertising. He would prefer|that the Advertising Brotherhood of 
to lose an account rather than sub-| Los Angeles has become very observ- 
mit a story through the advertising| ing of other’s work. Maybe we profit 
or business office. by the other man’s experience. 
There are too many so-called pub- We must keep the ball rolling, and 
licity men in the country today who| since Mr. Chet Crank has sung his 
are consistently violating every rule|“swan song’ on the Oldsmobile 
of journalism and newspaper prac-| poster, I figured that someone must 
tice. What the publicity and public} carry on. 
relations profession need is more edi- On pages 24 and 25 of the June 
torials such as yours. 15th issue—Clients, Shelton Corner 
Tuos. W. Parry, Jr.. and Picture Play—both run the sub- 
Thomas W. Parry Corporation, | head, “Food for Thought.” Maybe 
St. Louis. this is a new type of makeup, but do 
your clients like this? 
Being a layout girl myself, I take 
great pride in noticing the layout in 
Comeback of Farmer your magazine. I work for a na- 
To the Editor: Last week I found| tional weekly and have to watch re- 
it necessary to check with farmers} peat heads, etc. However this is 
on certain buying habits, and called} just a passing observance and is not 
on thirteen farms, one right after! meant for any harm. 
another, down the road between Le 
Sueur and St. Peter, Minnesota. 
The amount of farm buying going 
on right now is amazing. One can't | 


At BAILEY, 
Brooke, Smith & French, 
Detroit. 


* ¥ 


Srpyt J. MATHER, 
1728 N. Bronson, 
Hollywood, Cal. 
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O longer do Farm Journal Editors 

find themselves ‘‘on the press’’ 
when changing conditions make a care- 
fully planned article obsolete .. . nor 
need writers try to guess four weeks in 
advance what is likely to be timely. 
They write knowing that what they write 
will be delivered while it is fresh. 


New methods and machinery, world 


information, Washington news, fashions 


and cookery pages all reflect this new 
timely editorial treatment. 


Particularly is it apparent in the ‘‘speed- 
up” of advertising response. 


With subscriptions by thousands swell- 
ing the circulation figures of each suc- 
cessive issue (now over 1,210,000); with 
advertising results matching this same 
fast pace, it is no longer possible to 
measure reader interest or to judge the 
advertising worth of farm publications by 
yesterday’s values 
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July 6, 1936 


Charles P. Pelham 


CO-OPERATION 
ASKED BETWEEN 
MAKER. RETAILER 


Sales Promotion Division 
Holds Fruitful Meeting 


Boston, Mass., July 1.—A_ strong 
plea for closer co-operation between 
retailer and manufacturer in making 
advertising and sales promotion do 
the best possible job locally was 
voiced at the opening session of the 
sales promotion division, National 
Retail Dry Goods Association, here 
yesterday, by Charles P. Pelham, vice- 
president, Fuller & Smith & Ross, Inc. 

There’s plenty of advertising, Mr. 
Pelham told the group, but through 
misdirection and lack of harmony it 
tends to be a “silly symphony” rather 
than a harmonious promotional duet. 
Too often, he declared, there is a pri- 
vate feud between manufacturer and 
retailer, with each accusing the 
other of being unintelligent and un- 
willing to co-operate. 

“It is high time that retailers bury 
their part of the buyer-seller attitude, 
and extend the hand of welcome and 
co-operation to manufacturers who 
deserve it and will respond,” he said. 
“Tf you think the manufacturer is 
making a real mistake in spending 
his money as he is, tell him so, but 
don't chisel him for an advertising 
allowance the next moment and ex- 
pect him to think you sincere.” 


All Same to Reader 


National advertising seems to be 
the pet doubt of retailers, and many 
of them think all the money spent 
on it is wasted, he said. 

“But is there such a thing as na- 
tional advertising? Does your wife 
get a 48-state look in her eye when 
she reads a national magazine, or 
doesn't all advertising, no matter 
which medium is used, create an 
urge to do something or get some- 
thing?” 

Opening the NRDGA_ conference 
yesterday, William H. McLeod, sales 
manager, Wm. Filene’s Sons Co. 
Boston, and chairman of the sales 
promotion division, took a _ quick 
look at ten problems which he said 
are causing retailers many head- 
aches, 

One of the most serious is adver- 
tising allowances, he said, suggesting 
that the only logical solution lies in 
determining, when a manufacturer 
wants to pay part of the cost of an 
advertisement, whether that same 
product would be given that amount 
of space and that wording if the 
store were paying for it entirely. 

“Once that principle is established, 
there will be much better feeling be- 


tween manufacturers and _ retailers, 
and much better advertising,’ he 
said 


Mr. McLeod took a vigorous stand 
against obvious publicity in 
columns. Newspapers should 


news 


make | 


people pay for their advertising when 
it is pure advertising, he asserted, 
rather than attempting to pass it off 
cn a no longer gullible public as 
news. 


Good Taste In Copy 


Truth in advertising has come a 
long way, he said, but there is. still 
much to be done. 

“Does anybody who values his per- 
sonal reputation say as much as he 
can in praise of himself?” he asked. 
“Yet in advertising we forget our 
breeding and manners and advertis- 
ing becomes more or less declasse. 


it might be well to start a new urge 
in the direction of respectable adver- 
tising.”’ 

Marion C. Taylor, merchandise edi- 


for more intelligent cultivation of 
retail salesmen and for closer Co- 
operation between the owner of a 
store and his clerks. She also took 
retailers to task, asserting that there 
is a tendency toward too much em- 
phasis on style items and too little on 
staples. 

A comprehensive analysis of how 
to use the store’s charge accounts in 
promoting additional volume, pre- 
sented by C. W. Harvey, charge man- 
ager of Gilchrist’s, Boston, wound up 
the Tuesday morning session. 

At the Tuesday luncheon, Louis E 
Kirstein, vice-president, Wm. Filene’s 
Sons Co., delivered an unusually in- 
teresting exposition of the role re- 
tailers must play in keeping abreast 
of changing consumer buying habits. | 


His talk is reported in detail else- 
where in this issue. 

A highlight of the Tuesday after- 
noon session was a playlet, written, 
acted and produced by employes of 
Filene’s, entitled “All in a Day,” in 
which the trials and tribulations of 
store life were presented in amusing 
and instructive fashion. 


Offers Seven-Point Plan 


This morning was devoted to a 
symposium on getting maximum re- 
sults from newspaper advertising, 
with four viewpoints being presented 
by B. Lewis Posen, publicity director, 
Hochschild, Kohn & Co., Baltimore; 
Jean Rosenblatt, assistant to sales 
manager, Filene’s; M. L. Rosenblum, 
art director, Abraham & Strauss, 
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Inc., Brooklyn; and Oscar R. Strauss, 
Jr., publicity director, Rich’s, Inc., 
Atlanta, Ga. 

“Too many retailers expect adver- 
tising to make up for all the mis- 
takes made in other branches of the 
store’s operation,” Mr. Posen de- 
clared, in discussing the selection of 
items to advertise. “How can we 
say we select items for advertising, 
if our promotion program consists 
wholly of featuring items that rep- 
resent opportunity purchases, or 
items that our competitor advertised 
last night, or the brainstorm some- 
one had two days ago?” 

A seven-point plan for the selec- 
tion of merchandise to feature in ad- 
vertising was advanced by Mr. Pos- 
(Continued on Page 25) 
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Stewart- Warner 
Will Open Farm 
Radio Program 


Chicago, June 30.—Plans for in- 
troduction of a new line of battery 
models and AC sets in the farm field 
by Stewart-Warner Corporation, Chi- 
‘ago, were outlined yesterday at the 
closing session of the two-day meet- 
ing of more than 150 distributors at 
the Drake Hotel here. 

The general campaign represents 
an increase of about 50 per cent over 
last year. The farm campaign will 
open in September in Capper’s 
Farmer, Pennsylvania Farmer, Pro- 


gressive Farmer, Rural New Yorker, 
Southern Agriculturalist, and Suc- 
cessful Farming, F. R. Cross, adver- 
tising manager, announced. 


Introduces Photo-Tone 


The campaign will center on the 
new Photo-Tone, copper speaker 
models. All display material will be 
prepared with a copper-color back- 
ground. 

Co-operative newspaper advertis- 
ing through dealers also will be in- 
creased, Mr. Cross announced. 


With the launching of the new | 
radio campaign, Horace  Heidt’s | 
weekly program over Columbia 


Broadcasting System, hitherto de- 
voted to Alemite, will carry promo- 
tion for the new line of Photo-Tone 
radios. 


The company also has prepared a 
comprehensive series of window and 
floor displays and posters as well as 
new electrical displays. 


Technical Review 


Becomes Monthly 
The Siebel Technical Review, Chi- 
cago, published as a quarterly for 
the past ten years, will become a 
monthly with the July issue. 
The name will be changed to The 
Bekers Technical Digest. 


Sedwick to Agency 


J. L. Sedwick, advertising manager 
of Delco-Frigidaire Conditioning Cor- 
poration, Dayton, has joined Brooke, 
Smith & French, Detroit, to assist on 
the Hudson Motor Car Co. account. 


Seti 


Loop Stores Quote 
Lineage Figures in 
Fight for Rent Cut 


Chicago, July 


2.—Stores on State downtown 


“Loop” district by outly- 


Street introduced newspaper lineage | ing retailers, as shown by newspa- 


figures for 25 years in a court ac-| per 


tion by which they hope to reduce 
their rentals. Re-appraisal of prop- 
erty owned by the Board of Educa- 
tion, a valuation upon which their 
rentals are based, is sought. 
Increasingly vigorous competition 
given stores in Chicago’s famous 


Cosvention 
Engulfed by 
Social Whirl 


Boston, Mass., July 2.—A whirl of 
social events surpassing any in re- 
cent years kept those attending the 
A. F. A. convention busy between 
the numerous general and depart- 
mental sessions. 

Social activities got under way 
Sunday afternoon with a cocktail 
party given by the Philadelphia 
Club of Advertising Women, and 
continued that evening with a recep- 
tion and musicale, and a reunion of 
the old guard. 

The speakerless banquet and ball 
Monday evening, at which Frank 
Fay and NBC provided the entertain- 
ment, occupied the attention of dele- 
gates on that day. Preceding the 
banquet, officers, directors and past 
presidents of the A. F. A. and affili- 
ated groups gathered for cocktails. 

Tuesday afternoon was devoted to 
an old-time Vermont sugaring-off 
party for women, followed by a tea 
given by the Advertising Women of 
New York. In the evening a sail 
down Boston harbor gave visitors 
another opportunity to taste the hos- 
pitality of Boston. 

Thursday, with no sessions being 
held, was devoted entirely to social 
events, a variety of sightseeing tours 
and clubhouse passes for Suffolk 
Downs competing for attention. 

In addition, the week was filled 
with smaller informal teas, cocktail 
parties, receptions, etc., arranged by 
numerous groups and local units. 


New York State 
Begins Milk Campaign 

New York State’s $250,000 milk ad- 
vertising campaign for 1936-37 will 
use 200 dailies and 500 weeklies in 
the state. One minute dramatic- 
sketch transcriptions will run over 
{5 radio stations. 

Endorsements of milk as a health 
builder by athletic, theatrical and 
other celebrities will appear in copy. 
J. M. Mathes Company has charge. 
Charles O’Donnell is account execu- 
tive. 


Eastman Introduces 
Improved Film File 


Eastman Kodak Co., Rochester, 
N. Y., will introduce a new projec- 
tion machine in July to reduce 


storage space for newspaper files. 
Each page of a paper can be photo- 
graphed on 35 mm. film. 

Cans for storing the film measure 
3% by 3% by 1% inches, and each 
holds 850 pages of newspapers on 100 
feet of film. The projector shows a 
quarter page at a time and type is en- 
larged about 40 per cent. 


Louisiana Mouse 


Passes Luxury Tax 


Louisiana House of Representa- 
tives passed the “luxury” sales tax 
of the administration June 24 and 
has sent it to the Senate. 

The tax levies two per cent on 
sales of commodities other than vege- 
tables, staple groceries, farm imple- 
ments, feed, fertilizer, livestock, poul- 
try, and equipment used in commer- 
cial fishing. 


Kennedy to New York 


Joseph P. Kennedy, formerly on 
the advertising staff of the Newark 
Sunday Call, has joined the New 
York Herald Tribune in the automo- 
bile advertising department. 


| 


advertising and other factors 
such as “inadequate”’ transportation 
facilities, have reduced the value of 
locations in the Loop, the stores 
claim. 

Property on the west side of State 
Street between Madison and Mon- 
roe Streets is owned by the Board of 
Education. The property is ap- 
praised once in ten years, and the 
stores pay yearly rental of 6 per 
cent of the valuation. 


Ask New Appraisal 


Stores in the block include S. S. 
Kresge Company, Maling Bros., Gray- 
son Shops, Inc., and Three Sisters, 
Inc., among others. Through Kirk- 
land, Fleming, Martin, Green, and 
Ellis, they are asking Judge John 
Prystalski of Circuit Court of Cook 
County to set aside the 1935 ap- 
praisal and order a new one. 

While the “boom” period of the 
20’s boosted all business in Chicago, 
the Loop district reached its peak 
about 20 years ago, and has since 
yielded slowly but surely to com- 
petition of outlying stores, it is con- 
tended. 

To prove greater activity by out- 
lying stores, counsel for the State 
Street establishments presented fig- 
ures showing that newspaper adver- 
tising by Loop department stores in 
1935 was on the same level as 1911, 
while lineage of outlying competi- 
tion made a sensational increase of 
more than 900 per cent during the 
same period. 

Leonard H. Collins, Chicago man- 
ager of Media Records, Inc., and 
Miss Laura C. Boland, president of 
National Advertising Records, testi- 
fied for the plaintiffs. Media Rec- 
ords covered 1932-35, and National 
Advertising Records 1911-31. 

Newspaper advertising of Loop de- 
partment stores amounted to 9,338,- 
184 lines in 1911, and 9,247,662 lines 
in 1935, a loss of 90,522 lines, or less 
than one per cent, it was testified. 

Newspaper advertising of outlying 
department stores totaled 226,772 
lines in 1911, and 2,335,405 lines in 
1935, a gain of 2,108,633 lines, or 
more than 900 per cent, counsel 
brought out. 


Difference in Peaks 


The peak of newpaper advertising 
by Loop department stores was 
reached in 1926, with 15,262,894 
lines, while outlying stores’ adver- 
tising high came in 1929, with 4,517,- 
457 lines. ‘These figures allocate 
lineage of outlying stores owned by 
companies such as Marshall Field 
& Co. and Sears, Roebuck & Co., 
which operate Loop stores, to the 
Loop total. 

“Outlying stores” as used in ad- 
vertising checking organizations’ re- 
ports, refers only to stores within 
the city limits of Chicago. Among 
companies which have built up 
strong multiple-unit organizations in 
outlying sections are Wieboldt De- 
partment Stores and Goldblatt Bros., 
Inc. 


State Dentists Fight 


Anti-Price Law 


The State Dentists, Inc., operating 
in Norfolk, Portsmouth, and Newport 
News, Va., are seeking an injunction 
against the board of state dental 
examiners. 

The General Assembly of Virginia 
recently passed an act providing that 
the dental board may revoke or sus- 
pend the license of any firm or 
licensed dentist which advertises 
prices or a guarantee of any dental 
work. 


Produced Display Only 

The caption for a photograph of a 
Remington-Rand display, in ApvER- 
TISING AGE of June 15, incorrectly 


inferred that the color system fea- 
ture of the Self-Instructor model was 
the work of Alfa Display Company. 
The Alfa firm produced the display 
| only. 
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both in size and in appreciation of 


16 ADVERTISING AGE 
P. Kelly, Rochester Gas & Electric 

4} UTILITIES Company, and R. S. McCarty, Phila-|the program and the performance. 
delphia Company, Pittsburgh. “But the big achievement in my 


se 7 , mind,” he declared, “is that a size- 
ae é Modernization of Kitchen able group of electric utilities have 
a - gotten together at last in a co-opera- 


The second symposium, on Kitch- . 
tive program aimed at a common 


en Modernization, included presenta- 


Fisher, director, Good Housekeeping 
Institute; Miss Grace Pennock, as- 
sociate editor, Ladies’ Home Journal, 
and Miss Ada Bessie Swann, direc- 
tor, Home Service Center, Woman's 
Home Companion. 

F. H. Ball, regional executive of 
the New England Power Service 
Company, Boston, discussed objec- 
tion of public utilities and manufac-|tives of public utility advertising in 
turing companies in advertising ef-|a welcoming address and Edgar 
forts during the current year was|Kobak, vice-president, Lord & 
cited today by Clarence L. Davis, | Thomas, New York, gave an address 
Batten, Barton, Durstine & Osborne,/on “Institutional Advertising—Its 


tions by Mrs. Mary Gillies, associate objective. And if there were no other 
RADIO FFFORT | editor : McCall's: Miss Katharine accomplishment than that, it has 
: ; / been worth all the headaches.” 


Mr. Grant pointed to the program 
staged by the Lone Star Gas Com- 
pany as an answer to the utility’s 
“vitally important” problem of get- 
iting contact with 300,000 customers 
| scattered over a wide territory. 

The programs have been designed, 
he explained, to offer housewives in- 
formation to smooth the daily rou- 
tine and create a desire for a higher 
living standard and more comfort- 
able home, as well as to offer mer- 
chandise featured by affiliated com- 


Davis Describes Venture at 
Departmental 


Boston, Mass., June 28.—Co-opera- 


a Inc., as one of the big achievements | Value to the Utility.” panies. ; 
ee in the utilities field. Discussing the Melody Master; Response to the programs has 
Mr. Davis’ address was part of|program presented by 43 utility been indicated, he concluded, “by 


the rapidly growing number of cus- 
tomers who have come to regard the 
company’s home economics depart- 
ment as an accommodating friend 
and a reliable authority on any 


properties and the General Electric 
Company, Mr. Davis detailed how 
the program was formed and the re- 
sponse procured through the 13 sta- 
tions of the National Broadcasting 


two symposiums featuring the Pub- 
lic Utilities Advertising Association 
session at the convention of the Ad- 
vertising Federation of America. 
In the symposium on radio ef- 


ig forts, other addresses were given by|Company red network in the area phase of household activity.” 
Fa PR Will C. Grant, Lone Star Gas Com-| served by the company. Bars Pretty Pictures 
~ pany, Dallas, Tex.; Henry Ober- While the program has not been 


meyer, Consolidated Edison Com- 
pany, New York; Charles W. Person, 
American Gas Association; Arthur 


on the air long enough to judge 
fully, he said, there is evidence that 
the audience is growing steadily 


Mr. Kobak pointed to the need for 
sustained advertising effort by utili- 
ties and warned against institutional 


Greatest Day and Night 
Coverage of any Station 
in Western Washington 


The Preferred 
Radio Station of 
the 400,000 People 


who live in Seattle! 


ee) 
we i soo 
SRAMANIAT 

a ‘ 


= a 
° | va 


cicaitar®r 


ee 
Rd 


KIRO primary AND 
SECONDARY COVERAGE 


7 Seattle is the leading manufacturing and 
distributing center in the Pacific Northwest. It stands 
second in percentage of home ownership among all 
American cities over 300,000 in population. Tacoma, 
thirty miles southwest of Seattle, is the second impor- 
tant city within the primary listening area of KIRO. 
Because of its independence from network obliga- 
tions, KIRO is the only major station in the Puget 
Sound area that can maintain regular schedules of time 


on the air for commercial and sustaining programs. 


GREATEST COVERAGE OF 
ANY STATION IN 
WESTERN WASHINGTON 


a 


jo BROADCASTING CO., INC. 
- -ivocyc.es COBB BLOG. SEATTLE, WASH. 


National Representatives: John Blair & Co. » New York + Chicnts « Bean + Gee Freneiase 


ADDRESSES UTILITIES 


Ada 


Bessie Swann. 
Kesslere. 


Photo by 


campaigns based on “pretty pictures 
—broad, innocuous __ statements, 
grand stories of interest to us, but 
not to the hard boiled man on the 
street.” 

“List what you have for sale,” he 
urged. “Continuity of service, gen- 
eral services, all types of appliances, 
conveniences, time for leisure, good 
will. Tell the consumer what this 
means to him. Tell it interestingly 
in plain, simple language and from 
his standpoint.” 

Citing how quickly crews are 
brought out by utilities to fix a dam- 
aged insulator or gas main leak, he 
suggested that sales and advertising 
and public relations be given the 
same consistent pressure. 

“Continuity of human relations 
work—of sales and advertising 
work, is as important as continuity 
of gas and electric service,” he de- 
clared. 


Stress Human interest 


In his address, Mr. Ball urged 
utilities to “re-introduce ourselves to 
the public, and win public respect, 
confidence and support the way 
American Telephone & Telegraph 
Company, the New York Central 
Railroad and the great automobile 
manufacturers are doing.” 

He also suggested using 
interest stories in’ copy. 

“You whose utilities were in the 
different flood areas this spring,’ he 
said, “know what I mean. All these 
are legitimate tools with which we 


human 


can win public confidence, respect 
and support. Start taking advan- 
tage of these opportunities right 
now.” 

Miss Fisher, discussing “What 


Women Have Told Me They Want,” 
declared that the inconvenient 
kitchen is doomed. 

“Women are hearing more and 
more about, and seeing, many con- 
venient kitchens actually installed,” 
she asserted, ‘and they are reading 
about them and seeing pictures of 
them in magazine editorials, in ad- 
vertisements, and in manufacturers’ 
catalogues. 

“And they want better kitchens— 
better-equipped and more conveni- 


ent. We have proof of this in the 
letters we receive and in the ques- 
tions visitors ask us. 

“You who are interested in selling 
kitchen equipment will find prospec- 
tive purchasers eager to change 
their kitchens. But do not make 
them feel that the kitchen must be 
transformed all at once. 

“The thing is to gain their inter- 
est and good will and encourage 
them to make a beginning. Don’t 
worry after that. They will be back 
for more help and more up-to-date 
equipment.” 


Provides Door-Opener 


Miss Swann pointed to the wo- 
men’s magazines as sources of valu- 
able information for the _ public 
utilities and urged them to trans- 
form this information into sales ma- 
terial. 

“A salesman well-informed on 
what women’s magazines are doing 
to educate the customer can use this 
information as a door-opener,” she 
declared. 

She also urged closer co-opera- 
tion between the departments re- 
sponsible for consumer education 
and the department responsible for 
sale of the equipment. 


Rice Industry Opens 


at Texas Centennial 


Southern Rice Industry, New Or- 
leans, has opened an exhibit at the 
Texas Centennial Exposition at Dal- 
las. A continuous cooking demon- 
stration, using family size and insti- 
tutional equipment, is being given. 
Beth Bailey McLean, the Institute’s 
home economics director, is in charge 
of five hostesses. 

Features include servings of fluffy 
boiled rice with meat sauce, south- 
western style; large lighted color 
pictures and transparencies of the 
“Rice Book,” 200-recipe cook book; 
and a sale of a special Centennial 
edition of the book, with new recipes 
honoring Texas. 


Gets S. N. P. A.’s O. K.; 
Named by Dress Shop 


Southern Newspaper’ Publishers 
Association has granted recognition 
to Advertising Associates, Chatta- 
nooga, Tenn. John D. Stanard is 
owner and president. 

The agency has been chosen by 
New York Sample Dress Shop, Chat- 
tanooga, as advertising-merchandis- 
ing counsel. Tennessee newspapers, 
farm papers, and direct mail will be 
used. 


A. & P. Tea Company 


Nets Sixteen Million 


The Great Atlantic & Pacific Tea 
Company had a net profit of $16,593,- 
252 for the fiscal year ended Feb. 29, 
1936. This compares with $16,708,674 
for the previous year. 

Sales for the current fiscal year 
aggregated $872,244,000, compared 
with $842,015,000 a year ago. Federal 
taxes took $2,624,000 during the year 
ended Feb. 29, 1936. 


Ervin Heads Agency 
Harold N. Ervin has been elected 
president of Ervin Service Corpora- 
tion of Buffalo, N. Y., succeeding the 
late Edwin H. Ervin, Jr. Edwin H. 
Ervin, Sr., has been named vice-presi- 
dent. The company has been retained 


by Du Pont Company for Tri-Clene. 


kee! Boost YOUR 


: ilwau 
; pright in Mi CAP- 
% sness skies are e INES 

BR — aaisinilil market through the om meen 
se _— ffering truly complete G 

oe ABLE medium © OR ADVERTISIN®Y: 
oe e: dominant ouTDO ‘ data. 
g —— Write for rates and circulation 

et aace ri 

pe. SOR 
L?, OO ¢ « 
= 
« 


at oh 


is a “ ae F a — Sl Be ; , . ih any ge, vr e Y ‘ eas Co 7 ah iw 
» ee ; : ey ee. 3 id :; Saat ok eo ee é ie Se 2 : ‘ ~AR ‘ ‘ F ae wis Me, : i : my a Y * Seah , ‘ ee - 
‘ .e i mh sgt aN ee aa te 4 ae al a .. ea ie a E; ae 
us é es F aie ‘s a ; ? i 7 : : # ae a ah, ® 3 : : & Sgr ate 
ay : wa 3 aie r 4 . 3 = i F ae 3 ie 
BSFs ‘ ee - ( pn a BV ‘ t . be ne ec 
| fF / 
a - So $ 
: | 
: | ‘ 
~~“, ae ; 
— - ; a 
| *. | 
= 
. z ; Be, | 
. . J 
é r } 
ra a 4 
rey = Ms Ps ‘ 
‘ : .. 4 
a che: > ¢ = ; 
ries Rie gas 
ree at cies bie ; 
Sighce Saas ore eee 
te etal : , . Wary ote 
ashet | 2) an “n : eee 
Past, Peis: — 
clea ; 
Aue: aie | 
tS et | 
het 
eo 
Tog i Di a LL —————_—_—————————— SL 
i 
jon oe de 
foc ae 4 
RS a ae 
Ya Geek ee 
ss al BT 
Og SE 
oe Ete 
iui: 
se i | 
é 
ai a ea ; : x 
a oe = _ 
. —7 : 4, 
ieee a a [PaNi es eee SPH met A AS TETAS SRE NINA RRO EERSTE ee 
ae ae \ D 
a ae sep Ce ‘*) 
oe a O ancouver > a ren W. eee 4 
eee Pac A 1 eano 4 at ae | | 
nD Mi hee, O > é ~ "ails | 
5 ee a Nae: 9 a GK? a orn i, St . 
ee ee ee 4 . ¥ S Op, > gM aaa CSTE eR Te | 
Co re ead it: TMC Og” 
eo S: alae Dy % ‘a Bits ai a a ee {- 
net aes ~ LE - 
aah: Sea ‘ ‘ ~~ ar ROE. *. 
ae aa eyre y 4 %% PORE TRAIT, : 
ela : } i forrer,, he seem Ap as \ RE yay — 
oe | Pa cd i; Ate BB Cle ee nnd 
; , eas ig Shae ‘Le I Nedrye 
beggin ‘ ae 6. Oe toa ie 
ee Sa wort a “ c¢metan 
eae —— ee gay BE saat 7 
—— RR ai a ay vi Pe neces 
Se SSeS LEE f ot “- RRO R NNR ALS rrr wrrerie 
2 @ ses “ z a ny 5 
Par me a Gaavs i Bae A) te Bi Hs Sees > “rn : 
ie | E : BB yi | 
- 3 assent hie ACS Stee (OT ONS i | ee 
S ee ys eg pee 
| mn Ott SSAA a 
a } 2 wore. OSA 2 % . ge Re haee | 
ie) eo “— y i ere ape » 
PA eee ne 
i, ied A ES. : 
ae v ns pesncsntiinnc te Mee Put > . : 
ne a A cae SEPA OERD © Ege eterna ened 
oe ~ : ag: 2 rn Pasties RL A imme ag — ; 
ane Eire ies ; Hem = yw gy padsieinad 
Ae oe Fe Y es ER Ra cp ag ‘eke 
' “ - a: < anne oe VARAIAKU rr ae a ee aa) pape sia quinn eS 
eee RE sok | 9 * tere ' Bo ole 
pt Rise } Srong'* ‘d eo TT Tt | : o 
ag Sk we UV 
yah “e's : shee \ . 
oe eee - au | 
4 sia : ee OY scene 
= ae . Ctlaak | 
a Be : \ i 
- oe Pa — — 
oat eS: ts w! a 
ees : Ri tie Sn) 
aay J ; | 
ee Be ge . Salen ; 
2 rs 
+ al en == See = a 
hee ea a ; See ; 
2 r ; wit | ADVER ISE OU DOORS : 
ae 4 “ | a 
eS : IN. A U K E E 
ae Re: l l see 
ate ces Bo coeseete tafe Seetatetatereteretatetetatetetst atte eeecetetetete hatitetghatet cakes OS +h gh lecers 
hie : AAGOO S200 OAR OO Se ot ar ae raat are ‘ "et tt ee 
a eel IIE OCICS ie ot aaa a Seeee tote te! 
te: ha sit . ¢ OOOO A RE oot 5* 25%! 
DoS SMM On ofe%er gr e**-* * ° oro o%e* 8, 
Shee a OOOG Oe oe hehe 
oo ens OQOUN POS 
YY = tia seecete, sat eeceeeee 
ean Soe 55.050) Weetatetate 
oe site. a wrth sete 
Ree oR) OO A . Cet be bs 
; * ¢ ¢.¢ * 
ade: ae ee on ete le? me weet et et? 
— = state rket ooo Re 
7 op #e%oferete. gy Oe 
te? am Pe Sor % SR | 
nt EAL SOOOOU ca shahrete’ 
ot ie Gages? 6. * 
me 4 oS BB ky SS 
Saas es SOOOGG OOO 
es ee pe one eat OO 
potas Ben, ee e neste oY, 
Ces pes es 
2 ae ret at 
ee ee oysters — 
te ee as | OC) 4 
ae tare a*e*e* 
ee aa oete* 
ks ee aa Porat 
os re oate 
ee 2 hoe sees 
oo ang eaisinties arate’ 
ene. TREES mete 
Pea ae Fife Ox i 
se iif: otete , 
lee, ams aa FP + * 
- oS ee = 
pte hs thy" on 
. Brey eas wie 
ee? 8 BR 
ae * es 
e fie Py -- 
Paneer “gzutieea di OP 
i See 7¢ 
; : Seer a =_— : °° 
——— he Reasca fe 
=— 2 E 
oo es a . oe, 8, % 
Bee Ae ; ee 
Se Roses, esesererereatatete ———— — acehntatatitetatae 
: < ea etateteteerecerte 4548 ¥ moat bach Sretatate® no netetettetacteaatatetatetenstctah 
oar i SOO OPE ~. SE Oey 20 OOOO RRROG IST I 
= a 43 * O05 OW *,° ESE SBA 2G °° S240 nat at ate RRO aerate tata tah et eerere et g® .*. 
ee ag ae * aa Me 
oh Re 5 - 
ea Gt Sas ‘ 
Ee SR Bee 
as Sa. 
« ee 8. . ate : 
ar 7, al oo a x . : y « : ' s _ ‘ ra a 


THANK YOU, CUSTOMERS, 
PRESENT AND FUTURE, 
FOR YOUR WELL WISHES. 
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beginning shown above to the largest and finest photo engraving plant in 


Chicago, owning our own building, requiting 50,000 square feet, and 250 
skilled people to service our unusual clientele “May weadd you Mr Reader? 
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ADVERTISING AGE 


July 6, 1936 


CHIRURG TELLS 
INDUSTRIALISTS 
OF 2 SUCCESSES 


Boston, Mass., July 1.—Wrap up 
an advertising idea in the package 
with your product, whether that 
product be 
new or old, 
and it will be 
easier to sell, 
James Thomas 
Chirurg, presi- 


dent of the 
Boston adver- 
tising agency 


of that name, 
told the Indus- 
trial Market- 
ing Confer- 
ence here yes- 
terday. Spon- 
sored by the 
National Industrial Advertisers As- 
sociation, the conference was held in 
conjunction with the convention of 
the Advertising Federation of Amer- 
ica. Distinguished speakers covered 
subjects ranging from sales-minded- 
ness in executives to improvements 
in industrial eopy. 

Mr. Chirurg declared that the wise 
manufacturer will discard as old- 
fashioned the conception that adver- 
tising and salesmanship are twin 
prongs in the fork of distribution, in 
which production may be considered 
as the handle. 

The best-looking sales chart is se- 
cured, he asserted, when a manufac- 
turer makes advertising a part of 
production—when one prong is man- 
ufacturing, another advertising, and 
the handle is selling. 

“In other words,” he said, “the 
processes which go on previous to 


Wallace L. Pond 


ANOTHER 
LANGUAGE 


may mean more to your 
sales than you think. 
That is, if 46,000 po- 
tential customers mean 
anything. 


These are the readers of 


Slovenska Obrana, a 

semi - weekly newspaper 
printed in Slovak for 
é . ° 

Slovak - Americans — a 


very sizeable portion of 
spending power ! 


Let us send you our ABC 
report and a copy of our 
recent survey. 


SLOVENSKA 


the actual distribution are both 
physical and mental, and the product 
and the advertising idea are com- 
bined into a complete package which 
is delivered into the channels of 
distribution.” 

Mr. Chirurg told how Graton & 
Knight Company and Coppus Engi- 
neering Corporation, both of 
Worcester, incorporated advertising 
ideas into production, with benefi- 
cial results. 


Creates “Bonus Zone” 


“The Bonus Zone” of Graton and 
Knight is an example of how an ad- 
vertising idea can be made a part 
of production, Mr. Chirurg said. 
“Due to certain exclusive manufac- 
turing processes developed in _ its 
laboratories,” he said, “Graton & 
Knight’s Research transmission belt- 
ing does transmit more of the power 
it receives and, by creating what the 
advertising calls ‘the Bonus Zone’ 
between the driver and the driven 
pulleys, actually steps up average 
machine speed and allows the ma- 
chines to produce more units in the 
same length of time. 

“Now the ‘Bonus Zone’ is an ad- 
vertising idea, but it’s a part of pro- 
duction because it inspired Graton 
& Knight to sit down and figure out 
that on any drive not already so 
equipped, Research belting will in- 
crease machine production in the 
textile field, for example, at least 
one or two per cent—certainly suffi- 
cient reason for any hard-boiled p. a. 
to specify Research.” 

“Thus product and idea together 
form the package that the salesman 
—the handle of Graton & Knight dis- 
tribution—takes out to sell. So the 
firm is not selling just belting; it’s 
selling bonuses of increased produc- 
tion and the one brand of belting 
that makes them possible.” 

Most advertising of air filters con- 
sists chiefly of unqualified claims of 
100 per cent efficiency, Mr. Chirurg 
said. 

“Coppus, a small manufacturer, 
entered the air filter field with the 
idea that more important than the 
amount of dust stopped by the filter 
is the amount of dust the filter 
passes. 


Reversing the English 


“Tests were made to prove that 
Coppus air filters pass clean air... 
and cleaner air than other filters do. 
Against silica dust, which is two 
microns in size and smaller, the 
Coppus air filter is only 95.6 per cent 
efficient ... but isn’t that a more sig- 
nificant statement, from a_ sales 
point of view, than an unbacked-up, 
high, wide and handsome claim of 
100 per cent efficiency? 

“It must be, for Coppus, substitut- 
ing clean air for hot air, has in two 
years made its mark in the air filter 
business as regards installations on 
air compressors and engines. 

“Thus the package that Coppus 
hands to its salesmen and distribu- 
tors is not the Coppus air filter 
alone, but the Coppus air filter as a 
means to clean air. The basic sales 
idea punctured the balloon of com- 
petitor’s exaggeration and became a 


part of the package.” 


HUMAN FIRST 


Hal A. MacNamee, who thinks 
industrial copy is too industrial. 


In preparing copy for industry’s 
personnel, think of them as just peo- 
ple who live the daily drama of life, 
urged Hal R. MacNamee, of Richard- 
son, Alley & Richards Co. 

“Clothe your story in terms of 
their interests, which are very hu- 
man,” he said. 

“A high percentage of industrial 
advertising is monotonous and self- 
ish. It presupposes interest on the 
part of the prospect in you and your 
product. It seems almost to say, 
‘you industrial fellows are different, 
less human, less affected by the 
things in which the world finds 
greatest interest—so I must ap- 
proach you on a cold factual statis- 
tical slide-rule basis.’ ” 

By their daily deeds the advertis- 
er’s customers tell him that life it- 
self is their greatest interest, while 
business, by comparison, is a neces- 
sary means to an end, Mr. MacNa- 
mee said. 

“Take that president you want to 
reach, He’s the fellow you bumped 
into at the golf club last Saturday 
and who told you with almost boy- 
ish excitement about the birdie he 
shot on the long fifth hole. That 
chap who sat next to you at the 
movies last night, and who was the 
first to clap when the hero shot the 
villain—he’s a director in four com- 
panies and you want him to read 
your copy. Those men you see read- 
ing the funnies on the train every 
morning—they are your prospects, 
too.” 

Respond to Drama 


“Last week 40,000 people paid 
$500,000 to see two men fight. Yes, 
they were even in the ringside seats. 
Would they pay that price to hear 
anyone talk on advertising? Obvi- 
ously not, for one is a drama of life 
and the other a business common- 
place.” 

The wonder is that so much indus- 
trial copy still deals strictly with 
the cogs and wheels, Mr. MacNamee 
said. Since every campaign can af- 
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ford a degree of test and experimen- 
tation, such an approach to indus- 
trial copy should be put to proof, as 
some pioneers have done to their 
profit, he declared. 

Products of mill and factory pur- 
chased for general consumption can 
be merchandised and placed in the 
hands of the user most efficiently, 
most economically and with the 
greatest dispatch through the regular 
channels of wholesaler and retailer, 
declared Wallace L. Pond, domestic 
sales manager of Nicholson File 
Company, Providence. He spoke on 
“Selling at Lower Cost Through 
Wholesalers and Distributors.” 

“One inevitable difficulty, how- 
ever,” he said, “is that all such dis- 
tributors stock and sell articles of 
innumerable kinds and assortment; 
their salesmen’s catalogs are huge 
volumes and it is manifestly impos- 
sible for them to single out any one 
line for special attention. 

“And here is where advertising 
does really double duty. Not only 
does it keep constantly before the 
consumer, himself, the product ad- 
vertised, reminding him frequently 
of his need for that article, but the 
salesman of the distributor also sees 
and reads that advertising and it be- 
comes a constant urge upon him to 
give that line some real attention.” 


Salesmen to Fore 


The business leaders of the next 
few years are coming from the ranks 
of selling and advertising men and 
from among executives in other 
fields who are imbued with the 
philosophy of sales, predicted Robert 
F. Elder, associate professor, De- 
partment of Marketing, Massachu- 
setts Institute of Technology. This 
source of supply will be generously 
tapped, he said, because leaders are 
found on the battlefield and seldom 
come from quiet sectors. 

The sales-minded general execu- 
tive of the future will not be the 
high-pressure salesman, but a bal- 
anced individual who sees business 
as a unit dedicated to the job of giv- 
ing the customer what he wants, 
Professor Elder declared. 

Fundamental economic forces have 
created a condition in which sales 
mindedness is the greatest require- 
ment of a business executive, Pro- 
fessor Elder said. 


“Two strong tendencies are emerg- 
ing today,” he asserted. “The neces- 
sity of cost-production is bringing 
the accountant to the fore. The over- 
capacity of industry—using this term 
loosely—is making the sales execu- 
tive the key man in most organiza- 
tions. 


“The things that set a_ sales- 
minded executive apart from his 
less successful brother can be put 
into a single sentence, ‘His goods 
are made right and_ sold _ right.’ 
Goods are made right when they are 
made to fill the needs of the people 
who are going to use them. They 
are usually not made right if they 
are made to fit the ideas of the man 
who runs the factory and never 
meets a customer. 


“Goods are sold right when they 
are priced right, and when salesmen 
know who are the logical customers 
to go after, and understand their 
needs and problems. Goods are sold 
right when they are advertised right. 
They are advertised right when the 
advertising reaches the right people 
and talks to them in terms of their 
own interests—and talks to them 
frankly and honestly.” 


Advance in Distribution 


With its record for mastering in- 
tricacies of both specialized and 
mass production, industry may be ex- 
pected with equal skill to develop a 
technique of distribution which will 
rival its mechanical achievements, 
C. J. Stark, president of Penton Pub- 
lishing Company, Cleveland, as- 
serted. 


Speaking on “Current Trends in 
Selective Marketing,” Mr. Stark de- 
clared that the growing interest in 
marketing and merchandising devel- 
opment cannot be passed off as 
something which temporarily has 
captured the imagination of the in- 
dustrial executive. Its significance, 
he said, is more fundamental, arising 
from the fact that the sales problem 
has succeeded production as the 


chief worry of industrial manage. 
ment today. 

“It is in steel that the nation is 
witnessing some of the most inter- 
esting and successful demonstra- 
tions of applied marketing, and ap- 
parently this movement is only in 
its infancy,” Mr. Stark said. 

“With its increasing recognition of 
the necessity for stepping up mer- 
chandising development and the de- 
liberate and considered study it is 
giving to governing principlés and 
effective tools, it is significant that 
steel is becoming more advertising- 
minded. 


Myth Is Exploded 


“It seems only yesterday that pro- 
ducers generally were saying that 
steel could not be advertised to ad- 
vantage because it was a common 
and plain material. The broadened 
campaign by leading companies now 
running in business papers and other 
media and the quality of copy are a 
convincing note as to the sure place 
that judicious advertising occupies 
in a sound program of industrial 
merchandising. 

“All this suggests the reasonable 
speculation that steel today is pio- 
neering a great and improved tech- 
nique in selective marketing which 
may set a standard for other great 
primary industries to follow. It 
even may serve to galvanize and in- 
fluence the whole field of industrial 
distribution.” 

An important trend in industry to- 
day is the demand for and the acces- 
sibility of more information regard- 
ing products and their uses, Mr. 
Stark emphasized. 

The manufacturer of an industrial 
product is being called upon more 
and more to serve as a specialist 
and customers are turning to him 
for more exact information on the 
correct selection and application of 
his products. 

“The user, on the other hand, 
through his experience in production 
and unceasing advancement in man- 
ufacturing methods,” Mr. Stark said, 
‘is providing a fertile source of mar- 
keting and sales information. Where 
properly and intelligently employed 
it frequently leads to the quick per- 
ception, exploration and capture of 
new markets,” 

F. H. Willard, president, Graton 
& Knight Company, addressed the 
departmental on the topic, “How 
Good Industrial Advertising Reduces 
the Cost of Sales.” Raymond Hud- 
son, secretary of the New England 
Council, was toastmaster at the 
luncheon. : 


Gets Swift’s Cheese 


Appointment of Blackett-Sample- 
Hummert, Inc., Chi¢ago, to handle 
Swift’s Brookfield Cheese advertis- 
ing, was announced last week by Leo 
Nejelski, advertising manager, Swift 
& Co., Chicago. This account has 
been handled direct. No immediate 
promotion efforts are contemplated, 
Mr. Nejelski said. 


Appoint Jacobs List 


Jacobs List, Inc., Clinton, S. C., has 
been appointed by American Baptist, 
Texarkana, Ark., and The Methodist 
News, Elkton, Ky. 
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2nd Paper... . . 23.3% 
3rd Paper ..... 17.6% 


That a newspaper should lead its competitors in one 
field of advertising Is not remarkable. Gut when a news- 
paper leads in 30 out of 44 classifications ia Media 
Records (as does The Seattle Times) there can be only 
one answer: Consistently superior RESULTS! 
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Opal Sweazea 


ASKS CLUBS TO 
EXTEND A HAND 
TO YOUNGSTERS 


Boston, July 1—A plea for adver- 
tising clubs to rally behind a plan 
for giving two million would-be be- 
ginners in industriat and business 
life an opening “break’’ was voiced 
here today at the joint conference of 
Men’s and Women’s Advertising 
Clubs by Florence Mary Griffin, re- 
tiring president of the Women’s Ad- 
vertising Club of Cleveland. 

The conference climaxed separate 
sessions of the men’s and women’s 
groups in which problems of organi- 
zation, membership, programs and 
general club activities were aired. 

Discussing “Beginner’s Luck—Are 
We Stacking the Cards?” Miss Grif- 
fin pointed to advertising clubs as 
leaders in promoting public welfare, 
with a host of achievements behind 
them, but with another job which 
must be done—‘“for youth.” 


Urges Apprentice Plan 


With two million young men and 
young women trying, some of them 
for as long as three years, to secure 
a foothold in business, Miss Griffin 
described the task as an educational 
job and one eminently suited for 
1936-37 activity of individual adver- 
tising clubs throughout the country. 

Suggesting inauguration of the ap- 
prentice system she urged that busi- 
ness men be instructed to seek out 
their young successors, rather than 
forcing them to “batter their way 
into business.” 

She suggested that each advertis- 
ing club survey its own field, con- 
tact employment centers, business 
schools, high schools and colleges in 
its own area and meet with other 
civic organizations in its home town, 
to urge them to co-operate. 


System in Cincinnati 


Discussing Cincinnati’s spread-the- 
work program, Kenneth C. Magers, 
of the Advertisers’ Club of Cincin- 
nati, illustrated advantages obtained 
by breaking down the club’s program 
into five subdivisions, each of par- 
ticular concern to some group in the 
membership. 

Through this system, he said, a 
far greater number of members have 
been interested in the programs, 
wider opportunities have brought a 
marked improvement in the general 
average of speaking ability, and cost 
of programs has been reduced. 

The women’s session was given 
results of a poll conducted among 
consumers by the Women’s Adver- 
tising Club of St. Louis, by Opal 
Sweazea, president of the club, who 
discussed, “Do Women Want the 
Truth?” 

Women do like the truth “pleas- 
antly stated,” she said, “but if, in- 
Stead of stating a truth, we exag- 
ferate or falsify a fact, the differ- 
ence is apparent at once. 

“Tell a plain woman she is beau- 

(Continued on Page 22) 


Adam to Direct Copy 


Robert B. Adam, president of 
Adam, Meldrum & Anderson Co., Buf- 
falo, has assumed active direction of 
the store’s advertising. No successor 
will be named to Thomas Robb, who 
recently resigned as advertising man- 
ager, Mr. Adam indicated. 


Dewees Advanced 


J. Malcolm Dewees, Pacific Coast 
manager of Kelly, Nason & Roose- 
velt, Inc., has been elected a _ vice- 
president of the agency. His offices 
are in San Francisco. 


Coca-Cola Sales Up 


Gross sales of the Coca-Cola Co., 
Atlanta, for the year ended December 
31, 1935, amounted to $43,777,366 as 
compared with $38,486,625 in 1934. 


Organize to Represent 
Catholic Newspapers 


Charles A. Grimes Associates, Inc., 
has been formed in Providence, R. I., 
to act as advertising representatives 
for about 1,000 Catholic newspapers, 
magazines and school papers. 

Charles A. Grimes is president, 
John E. Smith, treasurer, and John 
E. Lanigan, secretary. The firm is 
not connected with the Catholic Press 
Association. 


Hearst Service Moves 


Hearst International Advertising 
Service moved its Southern office 
from 720 Glenn Bldg. to 605 Rhodes 
Bldg., Atlanta, Ga., effective July 1. 
The telephone number is Main 1894. 
Garland B. Porter is Southern man- 
ager. 


Original Equipment 
Tire Prices to Rise 


The four major tire manufacturers 
supplying automobile factories — 
Goodrich, Goodyear, Firestone and 
United States Rubber Co.—in- 
creased prices 10 per cent July 1, 
the first advance in two years. 

Increased labor and material costs 
are given as the reason. Consumer 
prices were increased about 11 per 
cent May 4. Automobile manufac- 
turers are scheduled to take 29,000,- 
000 tires this year, an increase of 
nearly 10,000,000 over 1935. 


Bowman Is Promoted 


W. E. Bowman, publicity director, 
L. Bamberger & Co., Newark store, 
has been appointed an executive vice- 
president. 


Elliott Named Best 


Washington Announcer 


Larry Elliott, of WJSV, CBS sta- 
tion in Washington, D. C., re- 
ceived the Henry J. Kaufman Adver- 
tising Agency trophy at a luncheon 
June 30, following his selection as 
the capital’s most outstanding radio 
announcer for 1936. Two NBC men, 
Bill Coyle and Hugh Mcllrevey, were 
runners-up. 

The contest was the second staged 
by the Kaufman agency. Radio edi- 
tors of newspapers and government 
officials were the judges. Bill Coyle, 
of NBC, was the 1935 victor. 


Kiel Table Appoints 


Kiel Table Co., North Tonawanda, 
N. Y., has named The Moss-Chase 
Co., Buffalo. 


8 5 3 0 Q Q responsible citizens — capably shouldering re- 


sponsibility toward families and dependents, as clearly evidenced by 
the record of 87.2% carrying life insurance. Compare this percentage 


with 51%* insured in the United States as a whole. 


They carry an average policy of $8,347.89—compare this figure with 


$1,600* average insurance policy in the United States. 


*Based on latest Report of the Association of Life Insurance Presidents. 


A FAMILY MARKET 


85.5% of these men are married. Still others support fathers, mothers, 
variously related dependents. 


Dr. Starch’s surveys show 45.1% have wives who are readers of The 
American Legion Monthly, 3.8% mothers, 3.3% sisters, 22.8% sons 


and daughters. 


ABLE TO BUY 


The Legion’s extraordinary employment record — 92.9% actively 
earning — and record of purchases over a number of years (homes, 
automobiles, radios, automatic refrigerators, life insurance) are plain 


proof of buying power. 


The -American 
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8727, OF THESE MEN ARE INSURED 
...4 Stable, buying market 


1 Page Black and White .. . 


REACH THIS PROFITABLE MARKET 
—AT THESE REASONABLE RATES 


$1600 


1 Page 4 Colors (4th Cover) . . 3300 


1 Page plus 1 added Color 
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Consider this 
DEMONSTRATED 
BUYING POWER 


853,000 subscribers 
92.9% are actively earning 


85.5% are married 
74:5% have children 


33.5% own their own business 
52.2% own their own homes 
41.5% own automatic refrigerators 
86.0% own radios 


72.8% own passenger automobiles 
87.2%t carry life insurance 

Total readership 1,508,957 
Feminine readership 542,508 


tT wo surveys by Dr. Daniel Starch, 
internationally famous research ex- 
pert, furnished the basis for all of 


L, 
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MONTHLY 


these figures except the insurance 
figures, which are based on a later, 
independent survey made by The 
American Legion and covering all 
48 states. 
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ASKS CLUBS TO 
EXTEND A HAND 
TO YOUNGSTERS 


(Continued from Page 19) 


tiful and you lose her confidence. 
She may wish she were, but rest as- 
sured she knows she_ isn’t—and 


probably resents being kidded. Like- 
wise, exaggerate or falsify the qual- 
ities of a product, or its value, and 
do so long enough, and your women 
customers will resent it.” 


Educating the Consumer 


How the Women's Advertising 
Club of Detroit has staged an ag- 
gressive campaign to educate house- 
wives on advantages of advertising 
was described at the women’s ses- 
sion by Louise C. Grace, retiring 
president of the Detroit club. 

The Detroit organization co-oper- 
ated with the Detroit Home Eco- 
nomics Association in a series ol 
broadcasts entitled, “Behind the 
Scenes in Big Business,” or “What 
to Buy, Why to Buy, and How to 
Buy It?” 

The form of presentation was a 
panel discussion and the Detroit ad- 
vertising women buttressed this 
phase of the campaign with 86 talks 
to Women’s Clubs throughout the 
state. Miss Grace concluded with 
the statement: 

“The most effective way of main- 
taining a favorable public attitude 
toward advertising is not the direct 
attack, but a simple exposition and 
presentation of concrete evidence 
that advertising does help the home. 
maker buy intelligently, easily and 
economically.” 


Play Is Staged 


Another exposition of advertising, 
given to Philadelphia women, was 
discussed by Edith B. Ellsworth, pres- 
ident of the Women’s Advertising 
Club of Philadelphia. The members 
decided to present Anna _ Steese 


Richardson's play, “Let’s Scrap It” 
to the club-minded and conservative 
Philadelphia women before as many 
clubs as possible. 


Throughout the season they put 
on the play 30 times, became expert 
as thespians, and reached more than 
5,000 women. They plan to continue 
the intimate contact with consumers 
afforded by the play during the com- 
ing season. 

Re-organization of the Advertising 
Club of Indianapolis on a “quality, 
not quantity” basis after unity had 
been diminished by letting down the 
bars on membership, was described 
by F. W. Lahr, vice-president of the 
organization. 

The clarification of the member- 
ship was obtained by select pro- 
grams of interest only to the adver- 
tising fraternity, but after comple- 
tion of the reorganization, Mr. Lahr 
‘xplained, the club inaugurated a 
successful plan of sending special 
invitations to company executives in- 
terested in the topic under discus- 
sion. 

Club In Black 


Harold C. Martin, retiring presi- 
dent of the Advertising Club of Den- 
ver, told how a vigorous campaign 
was launched to bring the Denver 
club out of the red ink. By planning 
programs far in advance, time was 
afforded for comprehensive promo- 
tion of the programs. 

Invitations also were extended to 
advertising men _ throughout the 
state and the club was made the 
hub of discussional activities for the 
ntire area, with the programs 
broadened by visits to industrial 
plants. 


The joint conference also heard 
Alice M. Kiesslich, president of the 
Women’s Advertising Club of Mil- 
waukee, discuss “A Program Plan 
That Promotes Attendance.” 


This plan also was based on divi- 
sion of activities with the programs 
broken down into the following clas- 
sifications: 


Direct mail, national manufactur- 
ers, public service, housewife and 
consumer, newspaper, agency and 
retail. 

A prize was offered to the group 
bringing the greatest attendance for 


YOU KNOW 


THE LEADERS po IT 


—but do you know the reasons why? 


To know which cataloging system is best, all you need do is to call the 


roll. Leaders in almost every industry — like Appleton Electric, users 


of Heinn binders since 1920—employ the Heinn loose-leaf system of cat- 


aloging and price-listing. But the reasons behind their catalog practices 
are a longer story. This story is fully told in “THE CATALOG QUES- 
TION” — a point-by-point analysis that will open your eyes. If you have 
allowed your catalog to become obsolete, send for this book today, so you 


can take immediate steps to stop these serious losses. Free to executives— 


attach coupon to your business card, or write on your business letterhead. 
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BINDERS 


Originators of the Loose-leaf System of Cataloging 
America’s leading producers of salesmen’s equipment 


Branch Offices: Chicago, Cleveland, Detroit, Indian- 


apolis, Los Angeles, Minneapolis, New York, 
Philadelphia, Pittsburgh, Rochester, St. Louis 


THE HEINN COMPANY, Dept. 716 
326 W. Florida St., Milwaukee, Wis. 


%& Please send your brochure, 
“THE CATALOG QUESTION.”’ 
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Bowman Dairy Co., Chicago, is now using "car cards" on the side of its wagons. 
The advertisement will be changed monthly. 


MILK WAGONS GO AMERICAN EXPRESS 


Rees St. 


s963+ 


the year and the plan won general 
approval, and excellent response. 

Other adresses were given at the 
sessions by Joseph H. Wiley, retir- 
ing president of the Peoria Adver- 
tising and Selling Club; Sam K. 
Smith, vice-president of the Pitts- 
burgh Advertising Club; L. LeRoy 
Swartzkopf, secretary of the San An- 
tonio Advertising Club; Mercedes J. 
Hurst, retiring president of the Wo- 
men’s Advertising Club of Chicago; 
Arthur M. Sherrill, vice-president 
and chairman of the educational 
committee, Advertising Club of Bos- 
ton; Frank C. Hamilton, president 
of the Advertising Club of St. Louis, 
Harold M. Hastings, secretary-man- 
ager of the Adcraft Club, Detroit, 
and George A. Dunning, first district 
manager of the A. F. A. 


Hagstrom Issues New 
Map of Trading Areas 


Hagstrom Company, New York, has 
issued a new retail trading area map 
showing 1,446 principal sales cen- 
ters, together with county lines, 
county seats, and all towns from 
1,000 population up. 

In determining the location of retail 
centers, the company has been largely 
influenced by the character of retail 
stores, as well as the availability of 
newspapers. “Whenever a_ daily 
newspaper is published,” it explains, 
“the manufacturer finds a retail sales 
center important enough to be classi- 
fied as a ‘principal sales center.’” 


Bozeman Elected by 
Alabamans on Shipboard 


R. Gaston Bozeman, Evergreen 
Courant, was chosen president of the 
Alabama Press Association, succeed- 
ing F. Webb Stanley, Greenville 
Advocate, at an election held as the 
association returned from a cruise to 
the West Indies. ‘ 

Cliff L. Walton, Lafayette Sun, was 
named vice-president, and R. C. 
Bryan, Elba Clipper, secretary-treas- 
urer, 


Schaeffer to Magazine 


Herbert R. Schaeffer, now com- 
mander of the General Motors Cor- 
poration’s “caravan,” a traveling ex- 
position, will become advertising di- 
rector of American Legion Monthly 
Aug. 1. Douglas P. Maxwell will con- 
tinue as Eastern advertising man- 
ager. 


Williams to “Examiner” 


W. E. Williams, for the past three 
years with the San Francisco Ex- 
aminer, has joined the Los Angeles 
Examiner’s display staff. He was 
formerly with the Chicago Herald 
and Examiner. 


Shopping News for Omaha 

Associated Retailers of Omaha 
have selected July 7 for publication 
of the first issue of Omaha Shopping 
News. It will be an eight-page paper 
with a circulation of 50,000 copies 
in Omaha and 10,000 in Council 


Bluffs, Ia. 


GMC's Share > 
of Car Sales 
Reaches Peak 


Detroit, Mich., July 2.—General 
Motors Corporation reached a new 
competitive peak during the seven 
months in which 1936 models have 
been on sale, according to an analy- 
sis of new car sales. The big com- 
pany sold more than 44 per cent of 
the total during this period. 

Chrysler Corporation and several 
independents have also increased 
their share of the market, while 
Ford Motor Company has been un- 
able to maintain last year’s pace, ac- 
cording to the survey. Ford’s per- 
centage for the period is about 23.47. 

The figures indicate that there is 
a consistent demand for cars in the 
medium price class, most of the 
buyers who shifted to the lowest 
price cars during the depression 
having returned to their former buy- 
ing habits. 

Studebaker made a handsome gain 
in 1936, the same being true of Pack- 
ard and the Hudson group. Declines 
have been sustained by Reo, Hupp, 
Graham, Auburn and the Nash 
group. 


Tapster Promoted 
by Revere Copper 


Revere Copper & Brass, Inc., New 
York, is introducing The Tapster, a 
combination opener and server for 
beer in cans. Copy appears this week 
in Esquire, The New Yorker, Time 
and the New York News, as well as 
in trade publications. 

The new product was designed by 
N. H. Buschman and advertising on 
it will be directed by J. M. Mathes, 
Inc., New York. Gordon E. Hyde is 
account executive. 


Chicago Packers 


Seek Return of Taxes 


Chicago meat packers have filed 
claims to recover all processing taxes 
paid to the government. They won 
back $45,000,000 to $50,000,000 when 
the AAA was nullified by the Su- 
preme Court and now ask $200,000,- 
000 paid prior to the time injunctions 
against the tax were granted. 

Swift & Company’s claim is about 
$35,000,000; Wilson & Company’s, 
$14,000,000, and Cudahy Packing 
Company, $40,000,000. 


N. P. A. to Lake Placid 


The National Publishers Associa- 
tion, Inc., has selected Whitefaee 
Inn, Lake Placid, N. Y., for its an- 
nual meeting, to be held Sept. 15-16. 


Bowman Gets Woolens 

Luckey Bowman, Inc., New York, 
has been appointed by Warren 
Woolen Co., Stafford Springs, Conn. 
Curtis F. Columbia is account execu- 
tive. 


Uncovers Leads 
for Kelvinator 


with Shorthand 


Washington, D. C., July 2.—Seek- 
ing new ways to get past the recep- 
tion room into a prospect’s private 
office, Southern Wholesalers, of 
Washington, took newspaper space 
here to announce free trips for sten- 
ographers who provide tips leading 
to sales of Kelvinator room coolers. 
Copy was largely in shorthand. 

“Wanted—Stenographers-secretar- 
ies who can read this message and 
want to take a free trip,” the head- 
line read. “We’re going to give 
away 25 round trip airplane or rail- 
road tickets to New York City or At- 
lantic City.” 

A page of Gregg shorthand ap- 
peared below. The transcribed mes- 
sage invited the stenographer to de- 
scribe how she feels and how her 
employer acts during extremely hot 
days. A free trip will be awarded 
the writer of the best letter. 


Reward for Sales 


If a stenographer writes a letter 
which leads to a sale, the copy con- 
tinued, she will receive a free trip. 
Information as to the most advan- 
tageous time to contact her “boss” 
was requested. 

“Cool comfort for you and your 
boss is at your fingertips,” the 
shorthand message declared. “A new 
kind of indoor comfort is just as 
easy as turning on your electric 
lights. No more suffering the dis- 
comforts of hot weather. 

“We want to tell you about this 
first. We are going to secure your 
aid to make your office delightfully 
cool and clean. We are going to put 
an end to all hot weather discom- 
forts.” 

The words “copyrighted, 
appeared beneath the 
page. 

An outbreak of advertising using 
shorthand to address copy exclu- 
sively to stenographers took place 
in October, 1934, when retailers in 
New York, Cleveland, and Chicago, 
employed this technique to promote 
clothing sales. 


O’Neill Moves Studios 


William J. O'Neill, industrial de- 
signer, has moved from 155 East 34th 
St., New York, to 299 Madison Ave. 


1936,” 
shorthand 


RENMORE 


Commonwealth Avenue 
at Kenmore Square 


Hote. Kenmore is conven- 
ient to business, amusements, 
historical points. Main motor 
routes converge there ... 
And the Kenmore offers every 
modern comfort—air-condi- 
tioned dining rooms— deli- 
cious food at moderate prices— 
Spacious outside rooms, each 
with tub shower and circulat- 
ing ice water. 
Ample Parking Space 
400 Rooms with $7.00 
Bath from 

Write for Historical Map of Boston 

and complete details of 


5 Day All Expense Trip *11-78 
L. E. WITNEY, Manage 


Wa alate Va e oe ; aie « ta ae Eee de 2 Seedy hi ’ : * 5 Se an < 
ine 2 oy. : 3 i poe Be A ey : os “ ; ene : % : as \ ati ay, = 4 ae 
: hain ; +4 nee eae Ser ey tee Sk se os io. es me n 3 4 ‘tae “ ‘ a 
a mle ,) Lea i We OO ininglecateeent OY "i f i See i ro ea ; & % wl 
. Be ‘ bs a oe 
> ¥ 
ciate eer 
“4 x 3 ‘ . : ' . Pe 
3 if i wi $ _. ; 
— eahiidedee 
ee : 
i . amt. A . ope: : 
ia be f | } 
bi oat en ne y . a Pe! | Cet inte , } 
ees a tar “ ES ii OBI ede: : = prewar 1 ae . 
Bre es ‘ee he. a 
es mits | a / ¥ 
i es Ay EO 
rae : i P : | ES 
a at = DUE il = 
3 i te aa ole a 
i oe we Aa ge $ _ ae * 
er zi rr “ . 
is . - a . - ~oM 
o Sie 4 a ee. a £ ot 
nee) xa] 
Nee 2: Bed ee 
a a Pye ; enna — on 
ene tid a 
cet ee 
ey RM eh 
ee 5; : 
Be gies 
e. ., aectene tae } 
Sh 4: es ey 
aa Mead jess 
pee 2h: ay 
i 
Yes. ees in | 
cme a 
ey 
eek fi 
ee esata 4 a 
oY ae . 
ae ea 
as ee ai re | 
ee 
arte Oe - a 3:3 nar Te eee: : sp 4%) hed 
- & “Bs. - 
i ; % en ae a ee , 
PRE Sia i Mog. ae RIGS VR oe, 5s ieee B ‘ 
. ae a5 , ieee pe pt ee a 
’ PO: , tA Cee Sete ¢ ee ie 
¥ , Xe oe Moy ee 3 4, Se a , 
Dc ere ea 
4 es aie «tage A age Sty ERO > 
: ae f ns aes 4, re oars, si 
Oty. Siete “by Gags a As \t at NT 
ec so | Ramee yore \ 
Be © as al f ' | STthiys Pe pee é 
— ae, /) 
ae ie : SE ed ed A 
fe a i 1 - ie / 
one, ) ALeuy bts 
4 2 pone Pe XY \ ‘ t i f, as 
ae bake = j ‘ 3 
3 ae : ‘a F s 
oeeie Bees aes Na wy Ce 
ah 4 YS ‘ war fa > 
e | WS £xG 
ae | eS SE Bae 
a | Pa LS 4 
- ge "Ne poms wi ©. 
oe ae Pe Ma me ook Wc 
TO pepe ee | WG Pe 4 4 eo wr 
is waite wey oe aN 
oe o & 
Le ain 
scree eee | HOTEL 
Be 2 ii 
ee tae iaiaeiotns 
eS Sida —? 
& ee rs 
an 
as 
eg 
eee 
See a eens 
7 i ee 
Ag im ree ce 
er ee = 
oe a ee oes “a 
eee = pee 
a Bate Oe j 
se . | 
pe a see ens : Ke) — 
oe whey ee 
a: LS i. “tear © 
“Pes 
2% | ee 
a 
J. ae ee ee 
sate Weert cas 
sn ——_— 
c, ar. se i Any 
cee “3 ke aa 
hae 
oe get oe ae Re 
Saat ie a SF) ROR TS Oo TS A, apy ar Rene is : See Picnbed ws ; : ak es S| cate. f \ : ‘ : : »* 
ara ee : \ gh cos ig ae Bn a ee ST — ‘ F ane iN a fie Mae 7 fn el, ee 2 7 soe ; es , ¥ OE saan ; fe or acc bash Man cae - as ie Gls ia sen as PER Eo ps a lai fo 
7 : ee ; : : < Ed tt eee FX i v1 eS 4 Eat oe cia =A Car acre bas Rae at ey mes POS ores Meo eogy Bienes 


$11.78 


2 Res aes, 


July 6, 1936 


ADVERTISING AGE 


23 


STARTED IT 


George W. Coleman 


RENEWED DRIVE 
FOR TRUTH URGED 
AT JUBILEE FETE 


Sidener Would Put Business 
Bureaus in Charge 


Boston, Mass., June 29.—As a pre- 
lude to the 32nd annual convention 
of the Advertising Federation of 
America, 25 years of “Truth in Ad- 
vertising’” was celebrated here yes- 
terday at a meeting of “old timers” 
in historic Faneuil Hall. 

The speakers, all belonging to the 
group which launched the move- 
ment, traced its growth and urged 
continued effort to clean up adver- 
tising from within. 

Merle Sidener, president, Sidener, 
Van Riper & Keeling, Inc., Indianap- 
olis, who was chairman of the Na- 
tional Vigilance Committee of the 
Associated Advertising Clubs of the 
World from 1914 to 1920, in a force- 
ful address, suggested that the Bet- 
ter Business Bureaus be used as a 
focal point for an effective organiza- 
tion to eliminate all misleading and 
untruthful advertising. 


Bar “Doubtful” Copy 


At the same time he urged elim- 
ination of “that small per cent of 
advertising which continues to mis- 
lead the public or which is merely 
unbelievable.” 

“It’s the small percentage of un- 
believable advertising today that 
bulks largest in the public conscious- 
ness,” he declared. “The self-ap- 
pointed critics magnify and exagger- 
ate the so-called little white lies un- 
til they blacken and besmirch the 
whole picture.” 

The obvious solution, said Mr. 
Sidener, is to “eliminate anything 
and everything in advertising that 
causes doubt or suspicion in the 
mind of the reader.” 

Answering the contention that ad- 
vertising will lose its savoring salt 
if the “right of puffery and gilding 
of the lily” is relinquished, Mr. Side- 
ner declared, “There is little danger 
that advertising will become _ so 
goody-goody that it will be good for 
nothing.” 

“But there is no twilight zone,” 
he added. “Advertisements are eith- 
er good or bad. They are truthful 
or dishonest. They are believable or 
misleading.” 

Experience has proved that the 

(Continued on Page 24) 


ADVANCE ADDRESSING 
and MAILING COMPANY 


AUTOMATIC 
MACHINE ADDRESSING 
FROM ALUMINUM PLATES 


Permanent Mailing Lists 
Our Specialty 


536 So. Clark St. Webster 3569 
CHICAGO 


Form Dealer Research 


Dealer Research, a merchandising 
service based on point-of-sale selling 
needs, has been organized by G. R. 
Stuhler at 540 N. Michigan Ave., Chi- 
cago. W. W. Taylor will be asso- 
ciated with him. 


Eby Promoted 


Adam F. Eby has been named sales 
promotion and advertising manager 
of E. W. Edwards & Son department 
store, Buffalo. He has been divi- 
sion merchandise manager of the Ed- 
wards store in Rochester, N. Y. 


Otoe Appoints 


Otoe Food Products Co., Nebraska 
City, Neb., maker of Morton House 
Date Pudding, has appointed Mitch- 
ell-Faust Advertising Co., Chicago. 


Kilbourn Buys Firm 


Orrin P. Kilbourn has acquired 
complete control of Modern Home 
Utilities, Inc., Waterbury, Conn., dis- 
tributor of General Electric products 
for Connecticut. He was formerly a 
partner in J. Stirling Getchell, Inc., 
New York agency. 


Newhoff Named 


Theodore A. Newhoff Co., Balti- 
more, Md., has been appointed by 
United Distillers of America, Ltd., 
Baltimore. Newspapers, magazines 
and point of purchase displays will 
be used. 


Moll Resigns 


William J. Moll has resigned as 
vice-president of Tracy-Locke-Daw- 
son, Inc., New York. 


Marks State Centennial 


The Arkansas Democrat, Little 
Rock, published a 100-page “Arkan- 
sas Centennial” special edition June 
14, presenting a century of growth 
and development of the state. The 
edition sold at 15 cents per copy. 


Arnett Promoted 


Steve S. Arnett, manager of Camp- 
bell-Ewald Company’s office at Port- 
land, Oreg., has been made manager 
of the Los Angeles office. Richard 
W. Byrne has been transferred from 
Los Angeles to Portland. 


Sumner for Patterns 


Simplicity Pattern Co., New York, 
has retained The G. Lynn Sumner 
Co., New York, for Simplicity and 
Pictorial Review patterns. 


favorite hobbies. 


TO THE POINT 


Things that men like best they 
buy most readily. Every month 
over 600,000 "hale fellows, 
well met,’ buy HUNTING & 
FISHING, and its associate, 
NATIONAL SPORTSMAN, 
because these magazines give 
sportsmen the kind of practi- 
cal information they want to 
help them get greater enjoy- 
ment in the exercise of their 


Publication Office, 275 Newbury St., Boston, Mass. 


BOSTON . . NEW YORK . . CHICAGO 


. . PHILADELPHIA . . 


SAN FRANCISCO 


Armer to Milprint 


Harry T. Armer, formerly in the 
advertising department of The Mil- 
waukee Journal and with Campbell- 
Ewald Co., Detroit, has joined Mil- 
print Products Co., Milwaukee, as 
sales promotion manager. 


Rice’s New Work 


Arthur H. Rice has joined Four 
Wheel Drive Auto Co., Clintonville, 
Wis., in charge of the motion picture 
division of the advertising depart- 
ment. He will also edit FWD Truck 
News. 


Set Insurance Dates 


Insurance Advertising Conference 
will hold its annual convention at 
the Westchester Biltmore Country 
Club, New York, Sept. 13-16. 


FROM ALL ANGLES 


Good sportsmen are men 
worth knowing, worth cultivat- 
ing. They like the good things 
of life and our readers prove 
it quite materially by spending 
for their own wants and those 
of their families over two bil- 
lion dollars annually. Their 
loyalty to these magazines 
means thorough editorial ac- 
ceptance and, to advertisers, 
active buying response. 


HUNTING & FISHING 
NATIONAL SPORTSMAN 
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ADVERTISING AGE 


July 6, 1936 


RENEWED DRIVE 
FOR TRUTH URGED 
AT JUBILEE FETE 


(Continued from Page 23) 
decision can safely be left to the 
Better Business Bureaus, the speak- 
er asserted. 


Hits Selfish Aims 


“If they believe an advertisement 
will injure public confidence in all 
advertising, then it’s good economy 
for us to discard it,” he said, “even 


though we might justify it tech- 
nically as truthful. 
“Certainly the day has passed 


when the advertising industry can 
tolerate the advertiser who persists 
in the use of copy which prejudices 
the public against all advertising. 
merely, because it pays him. Selfish 
aims must be sacrificed to the gen- 
eral good.” 

Mr. Sidener said support of the 
National Advertising Commission, 
set up as a “Supreme Court” on ad- 
vertising matters by the Associated 
Advertising Clubs, would have avoid- 
ed many of the “distressing condi- 
tions which have plagued advertis. 
ing in its relations with the public.” 

“Let’s make sure,” Mr. Sidener 
concluded, “that neither enemies nor 
false friends rob us of the benefits 
to be derived from an expansion of 


the Better Business Movement,” 
which he designated as “Public 
Friend No. 1.” 


Coleman Looks Back 


Tracing the history of the ‘Truth 
in Advertising’ movement, George 
W. Coleman, of Boston, president of 
the A. F. A. in 1911-12, alluded to 
government regulation and _ also 
urged continued efforts at regulation 
from within. 

“Here we see over a period of 
years a national group of vibrant, 
dynamic leaders setting to work to 
clean up their own business from 
the inside without waiting for a Con- 
gressional investigation to recom- 
mend drastic and bungling legisla- 
tion to secure reform from the out- 
side,” the speaker asserted. 

“A program of cleaning up from 


the inside accomplishes the desired 
results and tends to elevate the 
morale of the whole fraternity.” 

Pointing to the need for continued 
effort, Mr. Coleman declared: 

“We know full well that eternal 
vigilance is the price of eliminating 
fraud and buncomb; we know that 
war conditions and depression cir- 
cumstances have put a heavy strain 
on all high-minded and well-inten- 
tioned effort. 


Hits Pseudo Scientists 


“We have come to see not only 
that the obvious fraud and the 
shameless faker must be eliminated 
but also that we must now seek to 
suppress as well the chicanery of 
pseudo-scientific palaver which 
blinds the consumer to real values. 

“Whatever we do for the interest 
of the consumer, we do ultimately 
for our own interest. Advertising 
must always be attractive, alluring, 
compelling, but it must never be 
tricky, false, or misleading.” 

S. C. Dobbs, of Atlanta, who was 
president of the A. F. A. from 1909 
to 1911, likewise traced the incep- 
tion of the movement and cited the 
numerous obstacles that had to be 
overcome. 

He recalled how, recognizing that 
the foundation of business success 
is confidence, which springs from in- 
tegrity, fair dealings, efficient serv- 
ice and mutual benefit, advertising 
men “set themselves earnestly to 
the task of eliminating untruthful, 
unclean, fraudulent and misleading 
statements from all forms of adver- 
tising, believing that all bad adver- 
tising detracted from that which 
was good, clean and truthful. 


300 Attend Jubilee 


“We haven’t reached the milleni- 
um,” he concluded, “but I know of 
no profession or business or avoca- 
tion that has gone further to rid 
itself of the stigma of fraud and un- 
truthfulness. 

The final speaker at the meeting 
was Mrs. William Brown Meloney, 
editor of This Week, whose subject 
was “Sincerity, the Pearl of Great 
Price.” 

The silver jubilee session which 
attracted a throng of more than 300 
early arrivals to the convention was 
presided over by Frank Black, treas- 
urer of the A. F. A. and director of 
Wm. Filene’s Sons Company, Boston, 
as chairman of the committee which 
organized the celebration. 
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UNDISPUTED CHAMPION 


Unequalled for power and prestige, WGY 
packs a potent sales punch in the great, 
prosperous area of Eastern and Central 
New York and Western New England. 
In a market of 4,000,000 people, it is the 
major selling medium for advertisers. 


WGY 


50,000 WATTS 


NBC Red Network 


SCHENECTADY 


Completely programmed by NBC 


KITCHEN EXPERT 


Katharine Fisher 
(Story on Page 16) 


Ween Awarded 
$1,000 for Her 
Sanovan Copy 


Boston, Mass., July 2.—Mrs. An- 
nie S. Johannesson, Brookline, Mass., 
won the $1,000 capital prize in the 
Zain ad writing contest sponsored 
by the Boston Herald-Traveler. The 
winning advertisement concerned 
the merits of Sanovan, whose ac- 
count is handled by Batten, Barton, 
Durstine & Osborn. 

“Our grandmothers used to sprin- 
kle ground coffee on their stoves to 
kill cooking odors,” Mrs. Johannes- 
son recalled. 

“They didn’t have Sanovan to 
do the trick better and cheaper. 
They had to disguise odors—we can 
eliminate them. It’s a wonderful 
day to be living in! 

“Some cures are worse than the 
diseases they are applied to. Some 
deodorants are nearly as objection- 
able as the smells themselves. San- 
Oovan is a new experience for new 
users. 

“Have you been looking forward, 
longingly, to the day when your 
home can be air-conditioned? San- 
ovan is a cheap, handy, everready 
air-conditioner that you can afford 
to buy now. It liberates free oxy- 
gen to creep into stuffy places and 
sweeten their breaths. 

“Company coming? Don’t spray 
the place with an atomizer! Don’t 
burn incense! Don’t add odors to 
odors—subtract them with Sano. 
van,” 


Pittsburgh Club Elects 
S. K. Smith as President 


The Pittsburgh Advertising Club 
elected Sam K. Smith, of Sam K. 
Smith & Associates, as president at 
its annual meeting. Other officers 
elected were: vice-president, A. R. 
Stevens, advertising manager, Rieck- 
McJunkin Dairy Co.; secretary, J. A. 


Cullison, advertising manager, Na- 
tional Fireproofing Co.; and treas- 
urer, Fred W. Morgan, Bell Tele- 
phone Co. 

Ralph J. Failor, Batten, Barton, 
Durstine & Osborn, Inc., K. E. Kel- 
lenberger, Union Switch & Signal 


Co., and Fred Pennington, Westing- 
house Air Brake Co., were elected 
directors. 


Hot House Growers Join 


for Cleveland Campaign 


The Cleveland Hot House Vege- 
table Growers Association has 
launched a campaign using the News, 
Press, and Plain Dealer and WHK 
and WGAR. 

As a means of identification of hot 
house tomatoes, the group urges the 
consumer to “Look for the Green 
Calyx,” which is left on the vege- 
table and indicates ‘“Vine-Ripened 
Tomatoes.” Artificially ripened toma- 
toes lose this calyx. Hubbell Adver- 
tising Agency, Inc., is in charge. 


Foote with Getchell 


Emerson Foote has joined J. Stir- 
ling Getchell, Inc., New York. He was 
previously with Yoemans & Foote, 
San Francisco agency. 


WIEBOLDT STORES 
OFFER CUSTOMERS 
“BUYING GUIDES" 


Chicago, July 2.— Wieboldt De- 
partment Stores have launched a pro- 
gram of consumer education involv- 
ing distribution of a series of “Shop- 
pers’ Purchase Guides” booklets, giv- 
ing buying information on many 
types of merchandise. 

The booklets were prepared for the 
Wieboldt organization, operator of 
five department stores in Chicago 
and the largest retail merchant out- 
side of the Loop district, by the 
Household Science Institute, Chi- 
cago, independent research organiza- 
tion. ; 

The Household Science Institute 
has copyrighted the booklets, and 
plans to make them available to 
other department stores, Chester K. 
Hayes, executive director of the In- 
stitute, said. 


Make “Wise Shoppers” 


The booklets contain no advertis- 
ing, aside from carrying the names 
of Wieboldt and the Household Sci- 
ence Institute. The foreword states 
that “This material will aid you in 
being a wise shopper. It is not an 
exhaustive study of the subject, but 
offers condensed, unbiased informa- 
tion, enabling you to know what ba- 
sic quality factors to look for. This 
is one of a series on many items you 
buy and worth saving.” 

The first two of the series are now 
in distribution. The first one deals 
with electric refrigerators, the sec- 
ond with silk hosiery. Among other 
subjects to be covered are meats, cot- 
ton goods, men’s shirts, and pillow- 
cases. 

The refrigerator booklet urges the 
consumer to examine the merchan- 
dise in regard to general appearance, 
convenience features, cooling unit, 
and mechanical unit. One page is 
devoted to use and care of an elec- 
tric refrigerator. 

Checking points listed under the 
“cabinet” classification are size, ca- 
pacity, exterior finish, framework, 
insulation, interior finish, and re- 
frigerator door. 

Regarding exterior finish, the 
booklet states that cost is the de- 
ciding factor, that porcelain enamel 


is “finer finish, higher cost,” and that 
synthetic enamel is “cheaper, 
scratches easier, shows wear quicker, 
but is a practical buy.” 

The new service from Wieboldt 
stores is being announced on the or- 
ganization’s “Fashion Horoscope” 
program over WMAQ. One of the 
purchase guides is enclosed with 
each charge account statement. 

Household Science Institute co-op- 
erated in distribution of the booklets 
by sending out announcements of the 
series on the Institute letterhead, to 
leaders of women’s clubs throughout 
the city. An invitation was extended 
to write for any number of copies 
desired. 

“You realize of course,” the letter 
stated in part, “that as an independ- 
ent, non-profit research and educa- 
tion institution, the Household Sci- 
ence Institute cannot and does not 
disseminate advertising literature. 
The information given is guaranteed 
to be authentic and unbiased. It is 
presented in the interest of ‘im- 
proved homemaking and better buy- 
ing practices.’ ” 


Columbia Gets Four 


New Fall Programs 


The Chrysler program, scheduled 
to feature Major Bowes, will go on 
the air in September through the 
Columbia chain, on Thursday nights, 
at 9 to 10 p. m., EDST. 

Three other important accounts 
have gone to Columbia for next fall. 
Starting Sept. 27, Vick Chemical 
Company will be on the air with 
Nelson Eddy, from 8 to 8:30 p. m. 
every Sunday. Eddie Cantor, for 
Texaco, will fill the 8:30 to 9 spot 
on Sundays, supported by Parkya- 
karkus, Bobby Breen, and Jimmy 
Wallington. Pittsburgh Plate Glass 
Company will sponsor the Pittsburgh 
Symphony Sunday afternoons at 2 
to 2:45 on Columbia, starting Sept. 6. 


J. R. Bolton Resigns 


Joseph R. Bolton, for the last two 
and a half years with the Empire 
State Building, has resigned. He 
launched a radio program in New 
York July 1. Mr. Bolton was sec- 
retary and manager of the Adver- 
tising Club of New York for six 
years, and for five years was with 
Retail Milliners Association of Amer- 
ica. 


Cohn Leaves Agency 


Bernard L. Cohn, for six years 
president of Lake-Spiro-Cohn, Inc., 
Memphis and New York, has with- 
drawn. His interest has been ac- 
quired by Avron Spiro, executive 
vice-president, and Milton M. Shur- 
man, secretary-treasurer, 


National Hotel 
Management 
Co., Inc. 
Ralph Hitz, Pres. 


The Lexington has become the advertising 
man’s favorite hotel because it's located con- 
veniently to most agency and publication 
offices. And they like its thrifty comfort... 
rooms from $3 a day. 


HOTEL LEXINGTON 


48TH ST. AND LEXINGTON AVENUE - NEW YORK 
Charles E. Rochester, Manager 
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‘ - | = neem 
: (0 OPER ATION nea ap to Panay cd oe ag Bboy ho alge — Masglathlin to Keith Goodrich Develops 
: e yx floor or section managers. . , ieee 
“ An interesting system of related | resulting from this suggested sell- hg "auaaee yr a ae Perfumed Cleaner 
is selling is used at Rich’s, Mr. Strauss | ing.” Strathmore Paper Co., West Spring- Featuring an automatic applicator, 
caine Pp J Pring-| known as Vulcotop, a new spot re- 
t ASKED BETWEEN revealed. _ field, Mass., has been appointed vice-| 7 over for cleaning car and furniture 
r. “Let us suppose that a customer Heller Appointed president and _ sales manager of upholstery, draperies, and clothing 
” is buying a refrigerator,” he said.| Robert Heller, New York, indus-| *¢!th Paper Co., Turners Falls, Mass. / has been developed by B. F. Goodrich 
e “When the sale is closed, the refrig- | trial designer, has been engaged by se oe Co., Akron, O. 
h MAKER RETAILER erator salesman refers her to the | Maine Mfg. Co., Nashua, N. J., to de- Sponsors Grid Games The patented top contains a metal 
’ floor covering department where a| ‘im the new non-electric refrigera-| associated Oil Co., San Francisco, | Protector which, when removed, ex- 
» bea eS special is being run on linoleum. He free af pes thay etl gree Calif., will sponsor broadcasts of all|P0ses a mohair self-feeding brush 
, : ; " major collegiate football games on| Which permits the perfumed cleaning 
Ls (Continued from Page 14) names a specific salesman in that) oojor is planned. he Pacific C his f: 7 for the| liquid to flow through it as needed. 
le en, including a definite store policy,|@ePpartment and later in the day —_—___—_— poe rons: ~iheg 7 ssieiteniaapiiataipa 
. ‘ sna ie a ane coereton, gyeedioncd pend Pa ag “4 “Time” Issues Book ene Starts Amateur Contest 
“ egg te a RE pian and bus he enters the cuatomer’s name| “Four Hours s Year,” dealing with Baby Catalog Out The Fort Smith, Ark. Times- 
“a get, customer analysis and research, nee his tally, the name of the lin-|t®¢ March of Time as a publishing “Story Telling Pictures of Chil | Record has inaugurated a contest 
effective devices for selecting media : “Ae ee dat . venture, has been issued by Time,| dren” has been issued by Ruth Alex-|for amateur advertising writers. 
7 and handling copy, and a careful|9/©um salesman, e date, the Inc., New York. The book is being | ander Nichols of Westfield, N. J. The| Twenty-six firms are co-operating. 
check on the effectiveness of adver-|@mount of purchase, and has this | distributed to business and advertis-|catalog is 8 by 10 inches, contains} Merchandise and $2,000 in cash will 
of tising. information o.k.’ed by his section|ing executives. 21 pages of juvenile pictures. be awarded. 
ci- News Slant Needed 5 amma anna aca aac aaa aime 77 — a - — 
ot More factual material, more care 
re. in writing and research, less writing 
ed of copy and more thinking in terms 
is of sound selling, is the need of re- 
m- tail advertising, Miss Rosenblatt told oP 
ay the group, in discussing copy writ- ® 
ing. 
“People read newspapers for 
news,” she said. “Are we giving 
ns them news? It is the advertising 
led writer’s job to find that news, cre- ° 
on ate it, or refuse to write the adver- oo eee ; er. via kT: Baek 7" am 
the tisement. I find that a good clean  siteees ae : a a< 
its, fight over an advertisement that i 4 | ot , 
should not run clears the air for ; = 
nts weeks and results in a few good 
_ merchandise promotions.” 
= Retail Advertising Cheerful 
for Speaking of trends in layout and 
spot art work, Mr. Rosenblum, with the 
cya- aid of slides, showed a definite re-| £x\_7=_=-—_—_—_—_ ee 
vod lationship between the tone of re- 
rgh tail advertising and the business 
t 2 curve. During the past several years 
t. 6. retail advertising lost most of its 
lighter, happier tone and became in- 
tensely serious, he said. Now a de- 
two cided trend toward modernized 
pire treatment of advertising and more 
He cheeful tone is evident. 
New Rapid expansion of color adver- 
nnd tising is coming, he declared, and 
obs it will not be long before all retail- = 
with ers will use color as a matter of 
mer- course. 
Color has already proven its value 
when used intelligently, and its ac- 
, ceptance as an integral part of the 
years working tools of the retail advertis- 
Inc., ing man is assured, he said. 
with- Explains Rich’s System 
Fa The symposium was completed 
Shur with a discussion by Mr. Strauss on 


carrying the advertising message to 
those who must cash in on it. In 
his store, he said, every salesperson 
is required to read every advertise- 
ment of the store, and sign a state- 
ment to that effect. Tearsheets of 
all advertisements are clipped to- 
gether in sets each morning and are 


, Let's have our next 


sales meeting 
at the 
Ambassador” 


A lot of shrewd sales execu- 


tives have discovered that the 
Ambassador in Atlantic City 
is an ideal place for sales 


meetings and conventions. 


The floor merchandiser of Woodbury 
Beauty products was designed for The 
Andrew Jergens Co. by the Cincinnati 
Division of “US” and produced by 


THE STORE 


WHAT EVERY SALES MANAGER WANTS—a rep- 
resentative stock, effectively displayed, all in one 
unit like a complete department — out in front! 
The glamour of a colorful, eye-catching display. 


The “U S” Floor Merchandiser makes the one-prod- 


uct customer a complete-line user . . . sells the line 


TO the dealer and FOR the dealer. 


This is but one of 42 “U S” products, individually 
designed to meet your requirements, that promote 
brand preference at the point of sale. Put your 
sales-spot problems up to “U S”. 


The Donaldson Lithographing Division. 


There’s every facility for 
work and recreation. Rooms 
to handle meetings from 10 
to 1000. Golf. Riding. Swim- 
ming. Surf bathing. Games. 

And yet the luxury and 
comfort of the Ambassador 


costs amazingly little on 


either American or Euro- 


pean plan rates. 


The 


Ambassador 
Atlantic City 


William Hamilton . 


arn 


CHICAGO 
205-V W. Wacker Drive 


CINCINNATI 
320 Beech St. 


BALTIMORE 
420 Cross St. 


NEW YORK 
52-V E. 19th St. 


. « Managing Director 
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Death Takes Schaad of 
Leading Attractions 

Lenox, Mass., July 1—Hermann B. 
Schaad, 57, president of Leading At- 
tractions, Inc., New York, artists’ 
representatives and radio program 
producers, died of a cerebral hemor- 
rhage Saturday at Bald Head Farm. 

Mr. Schaad was a native of Little 
Rock, Ark. He was a former secre- 
tary of the Aeolian Company in New 
York and served as publicity man- 
ager for Ignace Paderewski for 17 
years. 

Five years ago he became asso- 
ciated with the National Broadcast- 
ing Company’s artists’ bureau. He 
founded Leading Attractions, Inc., 
three years ago, and has since rep- 
resented John Charles Thomas, Ed- 
win C, Hill, and Frank Hawks. 

He is survived by his window, and 
a brother, Benjamin, of Little Rock. 


Vincent Guy Sanborn, 
of J-W-T, Is Taken 


New York, July 1.—Vincent Guy 
Sanborn, 42, for the past three years 
associated with the J. Walter Thomp- 
son Company, died Friday night after 
an illness of two months at his home 
at Great Neck, L. I. 


years later he began newspaper 
work. Until 1926, when he entered 
the financial advertising business, he 
was employed in the financial bu- 
reaus of several New York news- 
papers. 

He was a member of the 1914 Co- 
lumbia crew which won the Pough- 
keepsie inter-collegiate regatta, and 
was captain of the 1915 crew. Sur- 
viving are his widow, Erna V.; his 
son, Vincent Guy, Jr.; his daughter, 
June, and his parents, Mr. and Mrs. 
Elmer E. Sanborn, New York. 


J. W. Dodsworth, Former 


New York, July 1.—John William 
Dodsworth, 79, former president and 
editor of the Journal of Commerce 
of New York, died yesterday of pneu- 


monia in his home at Englewood, 
N. J. 

Mr. Dodsworth was managing edi- 
tor of the Journal of Commerce from 


1893 to 1910, and served as president 
and editor from 1910 to 1921. He 
was active in sponsoring pure food 
laws, among other legislation, and 
in advocating a minimum of govern- 
ment interference with business. 


J. H. Dieckman Dies 


Mr. Sanborn was graduated from 
Columbia University in 1915. 


Buffalo, N. Y., June 30.—J. Henry 


Two! Dieckman, 44, manager of Continen- 


Publisher, Dies At 79) 


| Montclair, N. J., 


tal Baking Company, Buffalo, and 
formerly with the Ontario Biscuit 
Company and O’Rourke Baking Com- 
pany here, is dead. 


Crash Kills Adams 


Springfield, Mass., June 30.—Ed- 
win C. Adams, 40, former advertis- 
ing manager of Gilbert & Barker 
Company, West Springfield, was 
killed Wednesday in an automobile 
crash on the Hartford-New London 
turnpike. 


S. J. Senoen Is Dead 


Chicago, July 1.—Sigfried J. Jen- 
sen, 56, vice-president of Partridge & 
Anderson Company, electrotypers 
and stereotypers, died Thursday at 


Billings Memorial Hospital here. He 
had been with the company since 
1911. 
Harris Passes 
New York, July 1.—George E. 
Harris, who was president and 


owner of the Dauchy Company, ad- 
vertising agency, before his retire- 
ment in 1933, died at his home in 
Last Sunday. 


Macguire Adds to Staff 
Frank W. Gurrier has joined the 
Robert Reid Macguire Organization, 


New York. 


woman delegate from London to the A. ; 
luncheon given by New York Advertising Club members. Col. William H. Rankin 
(left) and Oscar Weintraub flanked her at the table. 


CHARMING LONDON MISS FETED 


Bringing greetings from England's advertising fraternity, Miss Edith Parnell, lone 


F. A. Convention, was welcomed at a 


UP 50% 


Southern Agriculturist’s display lineage for 
July is 50% greater than it was in July, 1935. 


Also, it is the greatest July lineage we have 


had in eleven years. 


The classified lineage (the surest proof of 
pulling power) in this issue is 51% greater 
than it was in July, 1935. 


In the quarter ended March 31 (latest ABC 
figures), Southern Agriculturist sold 78% 
more subscriptions at a price averaging 
40% higher than the next Southern farm 


paper. 


The territory and the medium both must be 


right. 


SOUTHERN AGRICULTURIST 


B. Kirk Rankin, Publisher 


Nashville, Tennessee 


Fouts Finds 


That Wine Must 
Be Advertised 


Paris, France, June 26.—None of 
the $200,000 made available to the 
National Committee of Propaganda 
in Favor of Wine will be spent in 
the United States, according to the 
preliminary list of projects. The 
largest sum for promotion in any 
foreign country, $33,333, will be in- 
vested in Finland. About $6,666 will 
be spent in Belgium and the same 
amount in Holland; $1,666 in Sweden 
and $1,333 in Riga, Esthonia. 

The largest single expenditure, 
$67,000 will be for organization of an 
International Wine Festival to be 
staged at the Paris International Ex- 
position of 1937. 


Plan Wine Train 


Other important credits voted were 
$53,333 for a railway wine exposition 
train; $6,667 for publicity during this 
year’s bicycle “Tour of France”; 
$3,333 for wine propaganda pam- 
phlets; $3,333 for propaganda among 
women; $3,333 to aid in organizing 
the third convention of Doctors 
Friends of Wine, to be held at Dijon; 


| $2,667 for publicity in railway lunch 


rooms; and $2,133 for publicity in 
theaters. 

Other items in the budget include 
$1,667 for metal signs in restaurants 
offering wine with fixed price meals; 
$1,333 for publicity at mineral spring 
resorts; $333 toward a wine exposi- 
tion at Nuit-Saint-George; a sum for 
purchase of 1,000,000 menus, 1,000,000 
paper table cloths and 1,000 copies 
of a wine propaganda film to be dis- 
tributed in schools. There will also 
be a contest for a new wine poster. 

The organization is made up not 
only of those interested in sale of 
wine, but those of all classes who 
are interested in sane drinking. 


Transcriptions Advertise 
Chatham Homespun Suits 


A series of five-minute radio tran- 
seriptions, featuring Col. Stoopnagel 
and Budd as “Heroes in Homespun,” 
has been released to retailers of 
Chatham Homespun suits by L. Greif 
& Bro., Inc., Baltimore. 

The program was produced through 
Cahn, Miller & Nyburg, Baltimore, 
the Greif advertising agency. 


Hill Joins Hutchins 


Weston Hill, formerly in the New 
York office of Ruthrauff & Ryan, has 
joined Hutchins Advertising Co., 
Rochester, N. Y. 


station that covers 


WTA 


RINGS THE BELL 


Put the power of WTAM behind your cam- 
paign and watch your sales mount. The only 
high power, clear channel station serving 


Northern Ohio, WTAM is also the only 


the entire Cleveland 


Chamber of Commerce trading area. 


50,000 WATTS 


NBC Red Network 


CLEVELAND 


Completely programmed by NBC 
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ADVERTISING AGE 


ESSAY WINNERS 
GET AWARDS AT 
A. F. A. MEETING 


cross-Country Trip Reaches 
Climax in Boston 


(Picture on Page 39) 


Boston, Mass., July 2.—Katherine 
f. Howard of Spokane, Wash., and 
Reinhart W. Knudsen of the Univer- 
sity of Oregon, Eugene, winners of 
first prizes in the ADVERTISING AGE 
essay contests for high school and col- 
lege students, won the hearts of those 
attending the 32nd annual convention 
of the Advertising Federation of 
America here this week with their 
simplicity, charm, and intelligence. 

The two students who were 
brought to Boston as_ guests of 
ADVERTISING AGE, arrived here Sun- 
day in time to attend the silver jubi 
lee session of the “Truth in Adver- 
tising’”’ movement held in Faneuil 
Hall, but their conquest began on the 
train from Chicago, which carried a 
sizeable delegation of conventioneers 
from that city, Peoria, St. Louis, De- 
troit and Buffalo. 

A heectie whirl of introductions, 
sightseeing and meetings was cli- 
maxed for Miss Howard and Mr. 
Knudsen at the opening general ses- 
sion of the convention Monday, when 
G. D. Crain, Jr., publisher of ApDvER- 
TISING AGE, presented them with cer- 
tificates of award and certified checks 
for $250. 


Educating the Public 


“For a number of years the Adver- 
tising Federation of America has 
carried on an interesting and useful 
campaign of education for the pur- 
pose of demonstrating to the public 
the services rendered by advertising,” 
said Mr. Crain. “This work has been 
of real value, and is being continued 
I regard it as one of the finest con- 
tributions which the Federation has 
ever made. 

“During the past six months there 
has been a series of weekly broad- 
casts on the subject of ‘Understand- 
ing Advertising,’ sponsored by Sta- 
tion WOR and other members of the 
Mutual Broadcasting System, and 
broadcast also over the Yankee Net- 
work. These broadcasts have been 
presented by the advertising press. 
and have done a lot to stimulate in- 
terest in and appreciation of adver- 
tising by the general public. 

“The maintenance of full public 
confidence and belief in advertising 
is so important to us all that ADVER- 
TISING AGE decided to conduct this 
year a nation-wide essay contest for 
high school and college students on 
advertising subjects, with the idea 
of interesting students, teachers and 
parents in the broad question of how 
advertising serves the consumer as 
well as business. The contest has 
been even more successful than we 
had hoped, with more than 1,300 en- 
tries from 42 states and the District 
of Columbia, and with enthusiastic 
interest demonstrated by teachers 


Unequalled location overlooking 
Lake Michigan. Ample parking facilities. 
Convenient to all depots, shops, theatres. 


Write or wire for reservations. 


| CHICAGO 


Michigan Boulevard at 7th Street 


and school administrators as well as|Katherine Elizabeth Howard, Holy 
the students themselves. |Name Academy, Spokane, Wash., 
“The quality of the essays submit- this certificate of award to her of first 
ted was unusually high. The judges, | prize in the high school contest for 
who included representatives of every | her essay on ‘How Advertising Helps 
major advertising, publishing and | the Consumer, together with a cer- 
broadcasting organization § in the | tified check for $250. 
country, including the A. F. A., found | 
the task of awarding the 26 prizes, 
aggregating $1,000 in cash, a most | 
difficult one. The final selections, 


Cash for Winners 


“And it is with equal pride and 
pleasure that I present to Mr. Rein- 


agreed upon unanimously, found the 
judges toiling until midnight. But 
they felt that the high quality of the 
essays, and the fine work done by 


hart W. Knudsen, of the University 
of Oregon, Eugene, this certificate of 
the award to him of first prize in the 
college and university contest for his 


these students in preparing them, essay on ‘The Economic Value of 
merited full and complete considera-| Advertising,’ together with a certified 
tion, which they were glad to give. (check for $250.” 

The two winners responded briefly 
to this eulogy. 

The Westerners, who remained here 


Hard Working Judges 


“Because of the keenness of the 
competition, the large number of en-/for all sessions of the convention, 
tries and the exceptional quality of |move on to New York tonight. It is 
the essays, the two principal prize-| hoped that they will return to Chi- 
winners, who are attending this ‘cago in time to make an appearance 
great convention as our guests, de-|at the annual meeting of the Na- 
serve high praise and congratula-|tional Association of Broadcasters 


tions. They have, I feel sure, ren-| which starts Monday. 
dered a real service to all advertising | “I just don’t know what to say 
in defending in clear and convincing |about this wonderful trip,’ Miss 


style the thesis that advertising can | Howard, the high school winner, told 
serve business successfully only by | ADVERTISING AGE. “You can imagine 
serving the public honestly and well.| how much I am enjoying this expe- 

“It is with real pleasure and pride, rience, because I have never been 
therefore, that I now present to Miss! East before, and it is entirely new 


to me. The convention is splendid, 
and I’m learning a great deal about 
| the advertising business.” 

Young Knudsen, the college win- 
ner, who is a senior in the school of 
journalism at the University of Ore- 
gon, crossed up early plans for elab- 
orate sightseeing and entertainment 
features by expressing a strong de- 
sire to attend as many convention 
sessions as possible. Newspaper ex- 
ecutives in 
listening attentively. 

“In a way,” he said, “I am an un- 
official observer for the Oregon Press 
Association. Most of the members 
are small publishers, but they have 
the same general problems, I find, as 
the bigger ones. 

“IT hope to make journalism 
advertising my life work, and I have 
been given a flying start by having 
the privilege of attending this great 
convention.” 


particular found him 


Capper Publications 
Shifts Carlson, Voran 


Eugene W. Carlson, formerly with 
the Topeka Daily Capital, has joined 
the advertising staff of The 
Farmer, Cleveland. 

Glenn D. Voran, formerly with The 
Ohio Farmer, has been transferred 
to the Pennsylvania Farmer in Pitts- 
burgh. 


and | 


Ohio | 


James D. Shouse to 
Affiliate with KMOX 


Succeeding Jack Van Volkenburg, 
recently named executive assistant to 
H. Milton Atlass, Chicago, vice-presi- 
dent of Columbia Broadcasting Sys- 
tem, James D. Shouse will become 
commercial manager of Station 
KMOX, St. Louis, July 15. 

Mr. Shouse, formerly with CBS, 
has been associated with Stack-Goble 
Advertising Agency, Chicago, for the 
last year, contacting the Swift ac- 
count. 


Gets Conklin Account 


The Sun Advertising Co., Toledo, 
has been awarded the Conklin Pen 
Co. account. Magazines, business 
publications, newspapers, counter 
|cards, and window displays will be 
used. 


Kane to Lithographer 

William E. T. Kane has been added 
to the sales staff of Sackett & Wil- 
helms Lithographing Corporation, 
New York. He was with Sterlip 
Press, New York, for the past eight 
years. 


eeeneeeee 


Elliott Promoted 


Kenneth B. Elliott, member of the 
executive staff of Studebaker Cor- 
poration, South Bend, Ind., has been 
elected a vice-president. 


Companies in varied fields prove value of “Where 
to Buy It’— then extend their use of this 


dealer identification service 


They are a few of many companies which know 
that advertising in the classified telephone direc- 
tory gets results. Their brand names and trade 
marks are displayed with the names of their 
local dealers. 

After successfully using this service in selected 
telephone books, they have gone into added books 


to match distribution. 


Can your prospects easily find your dealers? 
Use “Where to Buy It” to insure your advertising 


and make certain. 


Get full particulars on this plan. American 
Telephone & Telegraph Company, Trade Mark 
Service Division, 195 Broadway, New 
York, or 311 West Washington Street, 


Chicago. 
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ment, he amplified his copy to read ‘women want. She preferred to talk | A COUPLE OF PALS MEET AGAIN 


28 
‘as follows: jabout the inadequacies of British | 
“Wanted—Maid, for small new |cooking and publishing, having re- m 


home in hill section; all hardwood |cently made a visit to England to put 
| floors, easy to keep clean; no furnace |a grandson into one of the univer- 
to look after; no washing; nobody |sities, only to bring him back when 


‘sick; house convenient to two car | he decided that bubble-and-squeak 


\lines: large airy maid’s room; small was not proper nourishment for an 
OFTEN IGNORED family; good wages.” American. 
Two hours after the advertisement 


: Women Self-Reliant Here 
appeared the line began to form to | 
the right. 


British women are. slaves. to 
their husbands, know nothing about 
housekeeping on account of depend- 

his ence on the vanishing class of house- 


Sumner Gives Magazine Group 


Urges Specialized Copy 


should 


Food for Thought 


Boston, Mass., July 1-—The Maga- 
zine Advertising Conference Tuesday 
morning discussed American maga- 
zines, British magazines, women and 
truth in advertising and a publish- 
er’s views on selling advertising. 
Oliver M. Drummond, New England 
advertising manager of The Country 
Home, Crowell Publishing Co., pre- 
sided. 

Robert L. Johnson, vice-president ot 
the Time-Fortune Corporation, talked 
on “Let Them Buy,” explaining his 
method as being to find out what 
people wanted and then showing 
how what he had was what they 
needed. Mr. Johnson’s address is re- 
ported elsewhere in this issue. 


Old But New 


G. Lynn Sumner, of the New York 
advertising agency of that name, 
asked, “How Much Do We Know 
About Magazine Advertising?” and 
went into detail about research. He 
pointed to the singular resemblance 
between the conclusions drawn in 
many instances by Hotchkiss in 1920 
and Rudolph in 1936, with Dr. 
Starch’s 1930 work checking with 
them frequently. 

The recent discovery, for example, 
that left-hand pages are a trifle better 
than right-hand pages, revealed in 
the Rudolph work ‘Four Million In- 
quiries,” was announced in the 
earlier Hotchkiss book, according to 
Mr. Sumner, and numerous other 
facts are constantly being rediscov- 
ered and forgotten. 

Amusing facts about increasing 
sales of the little Haldeman-Julius 
blue books by changing titles to se- 
cure popular appeal were related by 
Mr. Sumner to emphasize the value 
of descriptive headlines; and an 
early copy experience of his own in 
Scranton, in a want-ad for a maid, 
was also illuminating. Failing to 
get a maid by an ordinary advertise- 


adapt 
instead of 


The advertiser 
i\copy to the magazine, hold 
|The Farmer’s Wife, Mr. Sumner con- | American 
| tended. He recommended 


Goddard’s book on “What Interests| American 


tising men. |sable media 


servants, 
using the same copy for Esquire and great deal from the self-reliance of 
women, 
Merrill | declared with emphasis. 
magazines 
People” as good reading for adver- |their full share of praise as indispen- 


in 


and 


the 


A discussion of British magazines | Swaffield, advertising manager of the | 


could learn a 


Mrs. Richardson 
came in for 


address of Paul 


and periodicals (as distinguished | 


from magazines in the British view) 
| was given by W. W. J. Studd, pub- 
licity manager, Illustrated Newspa- 
|pers, London, who approached his 
| subject with an agency as well as a 
|publishing background. He explained 
'that in England a magazine is not a 
magazine unless it is a monthly sell- 
ing for a shilling, this view pushing 
— another and recently highly suc- 


cessful category the cheaper period- 
icals selling for less than a shilling 
and appealing to the poorer classes. 

England is a newspaper country, 
he said, because the whole island, as 
well as Scotland, is readily accessible 
by rail in a few hours from London 
and Glasgow, so that the great dailies 
reach even the most remote villages 
quickly. 

For example, with 46,000,000 popu- 
lation, chiefly concentrated about 
London, five national newspapers 
reach 10,000,000 daily, and two Sun- 
day papers have three million circu- 
lation each. On the other hand, he 
pointed out that a great deal of the 
interest in the newspapers is in 
sports results, so that there is a 
growing place for magazines, among 
both the 250,000 population with in- 
comes above $5,000 a year and the 
masses below that level. 


Analyzes English Women 


Mrs. Anna Steese Richardson, as- 
sociate editor of Woman’s Home Com- 
panion, departed somewhat from her 
scheduled subject, “Women Demand 
| Truth in Advertising.” As she point- 


ed out, she made 201 addresses on 
this subject in 365 days, and there is 
no longer any doubt about what 


Anna Steese Richardson and Chet Lang shake 
Philadelphia Women's Club. 


at Boston party of 


Hood Rubber Company, Watertown, 
Mass., who chose the alliterative title, 
“Magazines Market a Manufacturer’s 
Merchandise.” 

One striking picture was that of 
an average community, which he 
placed at 25,000 population, with 
6,000 families, 76 per cent of which 
owned their homes, 62 per cent cars, 
51 per cent cars above the cheaper 
class, and 30 per cent electric refrig- 


_ PHOTOPLAY 


erators. Such figures tend completely 
to disprove careless statements about 
the concentration of wealth in a few 
hands, and demonstrate the richness 
of the magazine-covered consumer 
market, according to the speaker. 

Magazines should consider their 
advertising columns as an extension 
of their editorial columns, for the in- 
formation and use of their readers, 
who have a right to feel the same 
confidence in both sides of the page. 
he argued. 


_  AMIGATE 
WOMEN’S GROUP 


*The chart shows total subscrip- 
tions and boy sales (INvoluntary 
sales) for the first 3 months of 1936. 
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Robinson-Patman Law 


Chicago, July 1.—Need for a rea- | 
sonable interpretation of the Pat- | 
man-Robinson anti-discrimination 
measure by the Federal Trade Com- 
mission, based on an understanding 
of the business man’s problems, was 
urged at a forum of the Illinois 
Manufacturers’ Association today by 
David R. Clarke, general counsel of 
the association. 

Meantime, eyes of manufacturers, 
wholesalers, retailers and jobbers 
were focused on activities of the 
Commission in setting up enforce- 
ment machinery. No indication was 
forthcoming concerning in what di- 
rection and how the law will first 
be applied. 

A number of salient questions in 
the minds of business men, however, 
were answered at the forum attend- 
ed by 500 Illinois manufacturers. 

Mr. Clarke said that if the law is 
construed reasonably, with under- 
standing of the business man’s prob- 
lems, it may not do any great harm 
to business. He took the view that 
the provision giving the Federal 


Trade Commission right to limit 
quantity discounts entails plenary 
power and may invalidate the en- 


tire measure. 


Questions Are Answered 


The question was asked: ‘What 
does the word ‘available’ mean in 
the provision which bars any rebate, 
discount, or advertising allowance 
or advertising service payment un- 
less it is made available to competi- 
tors?” 


- MACFADDEN — 
WOMEN’S GROUP 


Most magazines have move subscrip- 


tion and boy sale circulation than 
MODERN MAGAZINES‘. . . In fact, 


“If a manufacturer makes such an 
allowance, for example, to a chain 
store, which has facilities to render 
a service,” Mr. Clarke said, “it is not 
necessary either to give this allow- 
ance to a competitive retailer who 
cannot provide service in return for 
the allowance or to inform such re- 


tailers that the allowance is avail-| 


able. 
“Manufacturers do not have to 
make a present to small retailers, 


under the bill, just because they are 
small retailers. If this were done 
the big customers could readily com- 
plain about the little man getting 
something for nothing. 

“The fundamental concept of the 
bill is to base discounts, rebates and 
allowances on the basis of service 
rendered or quantity purchases 
which cost the manufacturer less to 
sell.” 


Proposed Other Queries 


“Suppose a warehouse were set 
up by a mail order house next door 
to a tire manufacturer and the sale 
to the mail order house was com- 
pleted intra-state. Would the intra- 
state nature of the deal avoid the 
provisions of the bills against lower 
prices beyond quantity and quality 


|factors?” Mr. Clarke was asked. 


Mr. Clarke said such an arrange- 
ment would not circumvent the pro- 
visions of the bill. 

“The situation,” 
this case would consist of one cus- 
tomer buying intra-state and another 
buying inter-state. The manufac- 
turer would have to justify the dif- 
ferential on an inter-state basis, be- 
cause he sells to both clients and 
they are competitive. 


“Is there anything in the act that) 


requires a seller to tell his custom- 
ers voluntarily about all the avail- 
able discounts?” he was asked. 
Mr. Clarke said this question de- 
mands interpretation, but if dis- 
counts exist that are secret they 


SCREENLAND UNIT 


113,578 


Sa rt 


he explained, ‘in | 


“How about an arbitrary differen- 
tial for jobbers as against retailers?” 

“Under the law,” Mr. Clarke said, 
“it might be necessary to prove the 
services of the jobber warranted 
isuch a differential. It can be rea- 
|}sonably assumed that the jobber 
| provides a service to the manufac- 
|turer and hence there is basis for a 
|differential. But if a retailer gives 
|like service, there must be no dis- 
|}crimination in prices.” 

“Are you forced to sell to a re- 
tailer if you desire to sell only to 
| jobbers?” Mr. Clarke was asked. 
“If by selling only to jobbers you 
|tend to create a monopoly there may 
be some question,” he said. “But if 
| the purpose in selling to jobbers ex- 
clusively is not to create a monop- 
oly, manufacturers can choose their 
customers at will.” 
| “How about the provision for dif- 
|ferential as applied to a large re- 
|tailer and a wholesaler buying in 
‘like quantities and qualities?” was 
| asked. 
| “If there is no difference in cost 
| to the manufacturer in transacting 
}a sale with the retailer and whole- 
|saler, the price must be the same,” 
said Mr. Clarke. “Discounts to 
wholesalers must be based on re- 
duced costs to the manufacturer. 
Again, this is a matter of competi- 
| tion.” 


Two Conflicting Sections 


To a question about the difference 
|in interpretation of Sections 2 and 
13, Mr. Clarke gave the opinion that 
| they overlapped and to some extent 
“extend and limit each other.” 

He declared it would be possible 
to criminally prosecute under Sec- 
ition 3 of the act and at the same 
_time move through the Commission 
/to assess triple damages in a quasi- 
civil proceedings. 

Mr. Clarke was asked if the Fed- 
;eral Trade Commission would imme- 
| diately set up the quantity discount 
as the act enables, or wait for a 
case to be brought and then set the 
| limits, giving the alleged offender in 
|}such an instance no prior idea of 
what the limit might be. 

The Federal Trade Commission 
would do well to avoid any applica- 
tion of this provision, Mr. Clarke de- 
clared. 

“This may be the stumbling block 
of the law. In effect it really gives 


MODERN- 4008 


MODERN MAGAZINES have practi- 


cally none at all, as it has always been 


our policy to give the advertiser a full 


quota of voluntary sales. 


The extra vitality of this voluntary 


circulation is an important factor in 


measuring magazine values. 


7% 


Phil J. McAteer, president-elect 


of Boston Advertising Club, ex- 


changes greetings with Allyn B. Mclntire while H. B. Humphrey 
looks on. 


the Federal Trade Commission the 
right to set prices and it is a serious 
question whether this plenary power 
may be bestowed on the Commis- 
sion.” 


Is Differential Justified? 


\xpanding on general provisions 
of the bill, Mr. Clarke cited selling 
to chain stores. 

“Selling to chain stores costs the 
manufacturer less than selling to a 
number of individual stores but un- 
less the discount offered represents 
only the actual cost reduction to the 
manufacturer or a move to meet 
competition of another manufactur. 
er, then such differential may not 
be justified. 

“Again it is a question of what 
the Federal Trade Commission will 
demand by way of proof. 


What FTC Wants 


“We will have to find out if it is 
enough to show that the price dif- 
ference did not tend to create a 
monopoly in restraint of trade. 

“It will be a matter of interpret- 
ing the word ‘tending’ to injure or 
destroy or prevent competition. If 
the Commission seeks to go beyond 
the surface language it will again be 
a matter of what proof will be de- 
manded.” 


Chinen Beuk | 
Makes Guess on 
Election Result 


Chicago, July 1.—The usually staid 
tenor of financial advertising copy 
was splashed with this statement of 
the First National Bank of Engle- 
wood, Chicago, in newspaper display 
space today: 

“Landon Knox Out Roosevelt. Three 
Long Cheers.” 

The copy, in addition, carried only 
a statement of cash and government 
securities, deposits and excess. J. M. 
Nichols, president of the institution 
conceived the advertisement and ex- 
plained, “occasionally we just like to 
say what we think.’ The insertion 
appeared in the Chicago Daily News 
and Chicago Tribune. 


New Agency Formed 


O. F. Duensing, for the last twelve 
years advertising manager of Olson 
Rug Co., Chicago, retail division, and 
Will H. Connelly, advertising and 
public relations counsel, have formed 
the Connelly and Duensing Advertis- 


ing Agency in Chicago. 


MODERN MAGAZINES, by their edi- 
torial brilliance, attract over 1,300,- 


000 purchasers every month, 100% 


of whom buy their favorite magazine 


voluntarily. This total lack of sales re- 


sistance to the magazine paves the 


way for your advertising message ... 


means less sales resistance to your 


copy ... and MORE SALES RESULTS! 
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ELECTRIC SIGNS 
TO BE DESIGNED 
BY ARCHITECTS 


Outdoor Departmental Hears 
of New Development 


Boston, Mass., July 1.—Giving a 
new definition of promotion, Merle 
Thorpe, editor of Nation's Business, 
Washington, yesterday told the Out- 
door Advertising Departmental of 
the Advertising Federation of Amer- 
ica that advertising is intertwined 
with the theory of individual initia- 
tive in business. 

Mr. Thorpe headlined the outdoor 
meeting, which, however, heard the 


interesting suggestion from Frank 
D. Comerford, president, Edison 
Electric Illuminating Co., Boston, 


that the near future will see build- 
ings designed to accommodate appro- 
priate electric signs. Mr. Comerford 
was unable to attend in person and 
his address was read by Thomas 
Carens, vice-president in charge of 
public relations. 

Edward C. Donnelly, of John Don- 
nelly and Sons, Boston, acting as 
chairman of the outdoor meeting, 
struck the keynote when he said that 
advertising is an integral part of the 
economic machine and accordingly 
outdoor advertising’s interest in in- 
dustry is as broad as business itself. 
Ray Ilg, of the National Shawmut 
Bank, of Boston, and Miller McClin- 
tock, director of the Traffic Audit 
Bureau, were the final speakers. 

Mr. Thorpe said that promotion 
means ‘“‘to encourage, to stimulate, 
to dignify and to help forward.” 

He made a vehement plea for in- 
dividual initiative in business, as- 
serting that advertising is built on 
the philosophy of opportunity for all 
who will grasp it. 

“Advertising first makes us ac- 
quainted with the thousands of new 
things developed in the laboratory,” 


|said he. 


“Advertising then arouses 
the desire for these new things. This 
desire often becomes so strong that 
we enjoy no peace until, by hard 
and intelligent work, we are able to 
acquire these new and better things.” 

Mr. Comerford, the utility presi- 
dent, wrote that his industry and 
outdoor advertising have learned in 
common that regulation is not al 
ways a menace. 

“We concede that there is a tre- 
mendous public interest in our busi- 
ness,” he said, “and that this should 
be recognized through some form of 
regulation. 

“Likewise, no branch of the adver- 
tising industry has made such rapid 
strides as the outdoor field in the 
direction of good taste in the last 
ten years. And from personal ob- 
servation I know that no branch of 
advertising complies more strictly 
with the tenet of truth in advertis- 
ing.” 

Mr. Comerford pointed out that 
in many parts of the country, pub- 
lic utilities have combined forces 
with manufacturers of lamps and 
producers of advertising displays in 
establishment of schools of instruc- 
tion for those engaged in the sign 
business. 


Problem Is Recognized 


“Invariably,” he continued, “great 
stress is laid on fundamental prin- 
ciples, which, if properly observed, 
will result in electric signs which 
will please the general public, the 
architect and the engineer as well. 
One of the most important accom- 
plishments of this effort has been an 
appreciation of the electric sign 
problem from the viewpoint of ar- 
chitectural design. 

“Probably the greatest single im- 
provement that can be made in the 
next few years is the design of signs 
to fit the architecture of the build- 
ings on which they are placed, and 
vice versa, to design the facades of 
mercantile buildings to incorporate 
and facilitate the erection of adver- 
tising signs, so essential to the per- 
petuation of any business. 

“For years architects have decried 
‘effacement’ of buildings by signs of 
all kinds. Many architects now ap- 
preciate that the electric sign is as 
much a part of the design of a mer- 
cantile facade as any other feature, 


upon request. 


- REMEMBER THE 


| EARLY BIRD} 


Select your painted outdoor 
boards for the World's Fair NOW! 


It's not too early to select outdoor locations covering 
all roads leading to the World's Fair, to be held in 
New York in 1939. We have some exceptionally 
choice locations on Queens Boulevard, Long Island, 
and the Express Highways in New York. Photos of 
all or any of these, with prices, will be forwarded 


going. 


= 


HIGH SPOTS NOW AVAILABLE 


26 x 41 ft.—4th & Atlantic Avenues, Brooklyn, N. Y. 
This is perhaps the busiest spot in Brooklyn. 

12 x 50 ft—Northern Boulevard & Collins Place. 
Flushing. Long Isand, N. Y. Bordering the 
proposed World's Fair Grounds. 

22 x 75 ft—West Side Express Highway, New 
York City. 2 Boards, one incoming, one out- 


Painted Bulletins 


UNIVERSAL ADVERTISING CORP. 


444 Madison Avenue 
New York 


3-sheet posters 


Getting Personal 


A. F. A. convention highlights: 
proverbial million dollars in white flannels. . 
hand for some really new ideas on publication promotion. Allyn 
Mcintire ad libbing successfully while waiting for Gov. Curley to 
show up. Mercedes Hurst giving interview to Boston newspapers 
on women in advertising. 


Joe Hartigan looking like the 
. Ben Duffy getting a big 


Norman Rose accepting congratulations on great review of truth 
in advertising in the Monitor. Chet Lang proving that the dish is 
mightier than the gavel while trying to drown out waiters’ competi- 
tion at opening luncheon. Frank Fay making a good stooge out of 
Ed Kobak. . Bill Rickard looking ten years younger after successful 
operation. . . Roger Wensley recommending boat ride from New York. 


Harry Tipper and E. P. H. James agreeing that it is nice to be 
born in England if you can emigrate later to the United States. 
Gil Hodges accepting affectionate greetings from beautiful lady mem- 
bers in celebration of his birthday. . . Earle Pearson looking worried 
until the registration list was completed and success of convention 
assured. Leo McGivena being gazed at with awe by neophytes in 
newspaper promotion biz. . Roy Dickinson accepting congratulations 
on success of his smoker for veterans of ‘11. . 


Ken Dyke telling psychology of boy wearing his first long pants. 
. Paul West holding private convention of association presidents with 
John Benson. Judd Payne smiling over success of industrial de- 
partmental. . Horace Vaile, big steel advertising man, showing sur- 
prising interest in silver. Frank McGehee introducing lovely wife 
attending her first national convention. . . Roy Witmer looking in vain 
for broadcasters’ departmental. . . Mort Berkowitz trying to remember 
names of all his New England advertisers. . 


v v v 

John Magee, Jr., of Lewis & Magee, advertising agency of Spring- 
field, Mass., strolled to that wedding march July 2 with Elinor A. 
Trafford. Alexander J. McDonald, new general manager of the 
Knickerbocker Press and Albany Evening News was welcomed to the 
city by a dinner tendered by the Albany Advertising Club. . Herbert 
A. Steinke, club president, was in charge, while Paul N. Welsh, adver- 
tising manager of the W. M. Whitney Company, acted as toastmaster. . 


The Aero Club of New England has awarded certificates for dis- 
tinguished service to Daniel Rochford, publicity director of the New 
Yngland Council and Capt. William Wincapaw, pilot of the La Touraine 
Coffee Company’s aerial bus. Mike, water spaniel owned by John 
H. Lemmon, account executive, Klau-Van Pietersom-Dunlap Associates, 
Milwaukee agency, is also entitled to bold face. He roused the family 
when he smelled smoke in the stilly watches of the night, preventing 
what might have been serious damage to person and property. . 


J. J. Librizzi, advertising manager of Gimbel Brothers, Milwaukee, 
is boasting of the arrival of a new daughter in the bosom of the 
family. .. Jim Cleary, of Roche, Williams & Cunnyngham, Chicago, 
has appointed himself unofficial press agent for Max Berns, publicity 
director for Universal Atlas Portland Cement Company. Mr. Cleary 
informs this department that the Berns “Daily Constitutional” is now 
being syndicated in newspapers reaching 3,000,000 readers daily. 


J. O. Dahl, editorial director of Restaurant Management and Hotel 
Management, is one of the most persistent writers in the country. His 
16th book in 12 years is dedicated to “Soda Fountain Management.” . 
Mark Ethridge, recently appointed general manager of the Lowisville 
Courier-Journal and Times, is in demand as a speaker among Louis- 
ville business organizations, his most recent appearance being before 
the American Business Club. . 


Promotion men of New York newspapers held a _ pre-convention 
convention at the farm of George Benneyan, of the New York Amer- 
ican, in the Catskills. Among those who enjoyed Mr. Benneyan’s 
hospitality were C. Dillon of the Sun; Ernest Garth and Ivan Veit, 
Times; James Fernald, Woodrow Johnson, Ray Quinn and Elsa Lang, 
Herald Tribune; Maxwell Dane and Jacob Griessman, Evening Journal; 
Art Stein, American, and Ralph Stein, World-Telegram. 


Rhoda Althea Kennan, art director for Eaton Paper Corporation, 
Pittsfield, Mass., is the bride of Donald E. Hayn, Pittsfield Electric 
Company. . . Antoinette Bittner, retiring president of the Women’s Ad- 
vertising Club of Pittsburgh, was guest of honor at a supper dance at 
the Hotel Schenley. . . 


The John J. Gillin, Jr., whose election as vice-president of the 
National Junior Chamber of Commerce at Memphis was reported by 
the press, is manager of Station WOW, Omaha. .. Milton Weinstein, for- 


mer merchandise manager of the Kresge department store at Newark, 


N. J., has bought himself a dude ranch at Tucson, Ariz., where he is 
teaching his Eastern friends the facts about life. . . 


and that the only sane solution is the 


. : natigy Circus Is Stores’ 
incorporation of such a sign in the 


original design.” 

Mr. Comerford said that only 25 
per cent of posters are now illumi- 
nated and that much education needs 
to be done in this field. 

Mr. Ilg, the banker, said that his 
institution pioneered in outdoor ad- 
vertising, and that it proved pecul- 
iarly successful in conveying the 
idea of strength and dependability 
to the public. Its latest venture in 
outdoor advertising has been in con- 
nection with the FHA and Mr. Ilg 
stamped the campaign as a winner 
from every viewpoint. 


Provides Contest Alibis 


The truck tire division of The B. 
F. Goodrich Co., Akron, has launched 
its second annual “Slug-Fest’” sum- 
mer sales contest among field repre- 
sentatives. Findings of the ‘“Good- 
rich Alibi Research Foundation,” 
suggesting alibis for those who do 
not attain quotas, are listed in a 
new company bulletin. 


“Gift” to Chicago 


Goldblatt Bres., Inc., operator of 
nine neighborhood department stores 
in Chicago, brought Tom Mix and 
His Circus to the city for a 10-day 
engagement opening June 29, at the 
Coliseum. 

Advertising announced that Gold- 
blatt’s sponsored the show in appre- 
ciation of patronage. Tickets are 
sold at the stores for 15, 25 and 35 
cents, and at the box office, for 40, 
and 75 cents, and $1. 


Itchitoe Kicks Off 


Itchitoe Mfg. Co., New Orleans, has 
launched a campaign in New Orleans 
for Itchitoe, athlete’s foot remedy, 
through Bauerlein, Inc. Newspapers, 
radio, and car cards are being used. 


Federal Changes Name 


Federal Advertising Agency, oper- 
ated by Louis B. Hicks in the 
Rhodes-Haverty Bldg., Atlanta, has 
changed its name to Southern States 
Advertising Agency. 


1936 Net of | 
Corporations 
Is 7 Billion 


Washington, D. C., July 1.—Reach- 
ing its highest level since 1929, cor- 
porate income for 1936 is estimated 
at 7 billion dollars by the Washing- 
ton bureau of the Wall Street Jour- 
nal. Aggregate corporate net income 
in 1929 was $11,653,886,000. 

“If the rate of increase, which ap- 
parently held during 1935, continues 
into this year,’ said the dispatch, 
“corporate net income will aggregate 
between $6,800,000,000 and $7,200,000,- 
000. The latter is the figure set by 
the Treasury during the hearings on 
the undistributed earnings tax.” 

Complete figures for 1935 are not 
yet available, but corporation income 
taxes collected thus far indicate that 
net income of corporations in that 
year was between $5,200,000,000 and 
$5,500,000,000, according to the Wall 
Street Journal’s bureau. This is a 
gain of about 30 per cent over 1934. 

Gross corporate income in 1934 was 
$62,839,394,000, compared with $46,- 
752,366,000 in 1933, the Bureau of In- 
ternal Revenue announced. 


Hawkins Chairman 
of Scripps-Howard 


William W. Hawkins has been 
made new chairman of the board of 
directors of the Scripps-Howard 
newspapers, following the resignation 
of Roy W. Howard. 

Mr. Howard will continue as chair- 
man of the executive committee and 
editor of the New York World-Tele- 
gram. 


Cercla Appoints 


Cercla, Inc., Chicago, has ap- 
pointed Ellis T. Gash Co., Chicago, 
to handle advertising of Cercla, new 
mechanical binding for books, cata- 
logs, etc. An extensive campaign to 
printing and allied industries will be 
staged. 


NW! 


AGENCY 
DISCOUNT 
ALLOWED 


on ADVERTISING 
NOVELTIES AND 
PREMIUMS.... 


Parisian Advertising Specialties 
and Premiums are used success- 
fully by large national advertisers. 
This hard-hitting and resultful type 
of advertising deserves a promi- 
nent part in every advertising 
campaign. To meet the growing 
demand of advertising agencies 
for a more practical method of 
including advertising specialties 
in the general set-up, we are an- 
nouncing, effective immediately, 
the allowance of agency discounts 
on our line to all recognized agen- 
cies. Send for our big 48 Page 
Illustrated Catalog—TODAY. 


FREE—TO 
AGENCY EXECUTIVES 


Write your name and title on your 
agency letterhead, for a Free Parisian 
Personal Pen Knife reproducing your 
signature. 


Manufacturers of Advertising Specialties 
for over 39 years. 


PARISIAN NOVELTY CO. 


3512 So. Western Ave. 
Chicago, Ill. 
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July 6, 1936 


ADVERTISING AGE 


PROMOTION OF 
NEWSPAPERS IS 
GIVEN ANALYSIS 


Ben Duffy Addresses News- 
paper Executives 


Boston, Mass., July 1-—Ben C. 
Duffy, vice-president and space buyer 
ror Batten, Barton, Durstine & Os- 
orn, headlined the meeting of the 
Newspaper Advertising Executives 
\ssociation here with an analysis of 
newspaper promotion. He pointed 
out that people change in their ideas 
und opinions and that newspaper 
‘onditions likewise change, making 
it necessary constantly for the news- 
paper to keep advertisers informed 
of the shifting picture. 

Mr. Duffy said that the genera! 
opinion that space buyers purchase 
merely on the basis of maximum 
circulation and lowest rates is a 
tallacy, and exhibited a chart of na- 
tional advertising placed in New 
York newspapers and in general 
magazines to show that the leaders 
in advertising volume are not usu- 
ally those which have the largest 
circulations. 

“Space buyers do discriminate,” 
he insisted, “because space cannot 
be bought on facts alone. There is 
no one yardstick by which values 
can invariably be measured. It is 
necessary to use good business judg- 
ment in addition to the statistical 
data.” 


Many Factors Involved 


He pointed out the various factors 
who must be reached and influenced 
with promotion, including the space 
buyer and the account representa- 
tive of the agency, the advertising 
manager, the sales manager, the gen- 
eral executives of the advertiser, and 
jobbers and dealers. While the space 
buyer and the advertising manager 
“talk the language,’ and are inter- 
ested in technical details, he said 
that a different type of information 
is desired by account representa- 
tives and sales executives, who usu- 
ally are interested in trends and 
market possibilities. In the case of 
the general executives, impressions 
are more valuable than detailed 
facts. 

Much newspaper promotion, he 
said, includes detailed information 
which should not be sent out by mail, 
as it usually cannot be given ade- 
quate attention. It should be pre- 
sented by salesmen instead. While 
he admitted that the volume of pro- 
motional material received by agency 
space buyers is extremely large, he 
said that this should not discourage 
publishers, whose problem, like that 
of advertisers, is to make their mes- 
sages so interesting that they will de- 
mand attention. 

Mention of competitors by name 
in newspaper copy is bad for the 
field as a whole, Mr. Duffy said. He 


Constructive 
Informative 

—Profusely Illus- 
trated. Your request will bring 
only the book—no salesman. 


PORCELAIN ENAMEL INSTITUTE 
612 No. Michigan Ave., Chicago 


Send me your free book on Porcelain 
Enameled Signs. 


urged that in promotion competitive 
attacks should be avoided, just as 
advertisers refrain from naming 
their competitors in their own copy. 


Wants Test Kitchens 


Another interesting suggestion 
presented by Mr. Duffy was the idea 
of co-operative conduct of testing 
laboratories and kitchens by news- 
papers, for the purpose of develop- 
ing approval and endorsement of 
products which could be used in ad- 
vertising as the Good Housekeeping 
seal is employed. In this way, he 
said, the advertiser could build con- 
sumer approval through the use of 
the newspaper’s advertising facili- 
ties, and at the same time the news- 
papers would be rendering a _ real 
service to consumers. 

The newspaper’s actual appearance 
should be presented in promotional 
copy, Mr. Duffy said, suggesting that 
the need of making a _ publication 
stand out from its competitors ex- 
ists with newspapers just as with 
manufactured products. 

“The newspaper page of 1936 
should be redesigned,” Mr. Duffy 
said. “It ought not to look like the 
newspaper of 1926 or 1916. But it 
should be changed with reference to 
reader habits and preferences, Studies 
of this kind would reveal facts of 
enormous value to publishers in mak- 
ing their newspapers more attractive 
to readers and more serviceable to 
advertisers.” 

Emphasis on the development of 
local advertising through community 
activities was described at Monday’s 
session by H. A. Bredlow, Canton 
Repository, and Robert A. Wolfe, 
Dayton Daily News. 

William D. Nugent, Media Records, 
New York, presented an exhaustive 
analysis of advertising records to 
show a trend unfavorable to news- 
papers as compared with other 
media. He urged newspaper pub- 
lishers to make a more systematic 
study of advertising possibilities. 


Inventory of Bathroom 


The afternoon meeting started 
with some off-the-record discussion 
before the program was resumed 
with a detailed exposition by Fran- 
cis N. McGehee, national advertising 
manager of the Cleveland Press, of 
that paper’s bathroom and dressing 
table inventory, handled with the 
co-operation of the Parent-Teachers’ 
Associations of the city. The de- 
tailed reports received, indicating in- 
finitely varied uses of every drug 
and toilet product on the market, 
were analyzed in such fashion as to 
give great assistance to manufac- 
turers and advertising agencies in 
directing advertising both to secure 
better distribution and increase con- 
sumption through new uses of the 
product. 

Mr. McGehee said that newspapers 
have lacked showmanship in their 
selling, as distinguished from the 
dramatic effect with which radio can 
show its goods, and he pointed to the 
effectiveness of the bathroom-dress- 
ing table survey as one means of 
dramatizing the material available 
in every community for selling pur- 
poses. He gave credit for the basic 
idea to the Milwaukee Journal’s 
grocery survey of several years ago, 
expanded to an actual inventory pro- 
duced in each case by the housewife 
herself, with frankness assured by 
the fact that names were not re- 
vealed. 

Size of Assignment 


The detail demanded by the re 
port is indicated by the fact that it 
took an average of an hour and 50 
minutes, and the completeness of the 
job by the fact that 95 per cent of 
the questions asked were answered. 
Careful tabulation and correlation of 
the mass of information thus assem- 
bled, under scientific and disinter- 
ested supervision, and projected into 
charts analyzing the material in 
every possible fashion, produced data 
which Mr. McGehee has placed be- 
fore numerous groups of advertisers 
and agency men. 

The extent to which the survey 
gives interested manufacturers new 
slants on the uses of their own 
products is shown by the fact that 
4,659 families reported 105,635 uses 
of 30 remedies in common use. 

George M. Burbach of the St. 
Louis Post-Dispatch reported briefly 
on the conferences held by news- 
Paper advertising representatives 
with agency men for the discussion 


(Continued on Page 32) 


THE ONLY MARKET OF 
ITS KIND IN THE WORLD 


A Metropolitan Market expanding 100 miles east 
and west without competing distribution centres. 


‘MONTREAL 


MARKET District 
Population 1,996,255 
French 72-8%-1,454,380 


Metropolis. 
tant. 


towns. 


3. Suburban cities industrially 


AYA 


6. 


impor- 


4. Outlying manufacturing cities and 


with 


in the Montreal 


States, or 


1,924,642 


population—almost the same, BUT 


72.8% of the population thinks, 
speaks, reads and buys in FRENCH. 
Obviously, too, there is NO over- 
flow advertising from the United 
anywhere 


reaches the 1,453,272 FRENCH. 


its 
Drummondville 
Granby 
Grand’ Mére 
Hull 
Joliette 
St. 
St. 


Market District 
A ee 
Shawinigan 
Sherbrooke 
Sorel 
Trois-Riviéres 
(Three 
Valleyfield 
Victoriaville 


else, that 


Actonvale 
Beauharnois 
Berthier 
East Angus 
Lachute 
Magog 

Louiseville 
Beloeil 
Windsor 


eeoreeseeee 


chases. 


used in Montreal. 


NEW BUSINESS. 


important section 


PE EAS 


The FRENCH people are Steady Buyers. 


Intelligent sales effort and organization, backed by adequate advertising in the 
language the people read and GRASP will open up this most profitable field for 


YOU MAY BE STRONG ENOUGH IN ONE 


Manufacturing 
Volume* 
ae uel $ 691,280 Brownsburg 
sl utynakia ee 1,346,957 Cowansville 
ser avae 864,259 Buckingham 
Sigh cael at ait 1,965,194 Farnham .. 
ee a 231,531 Bromptonville 
PER pte 8,770,712 Coaticook .. 
ee 2,724,921 Huntington 
a Steen 2,573,929 Asbestos ... 
anor 2,180,137 Waterloo .. 


The RURAL DISTRICTS 638,866—85.5% French 


Experienced and thrifty farmers and their families have a cash market at their 
door for all they produce in their fields and orchards. 


The farmer spends money in the towns and cities and returns home with his pur- 

“The money goes ’round and ‘round.” 
Throughout these rural communities French-speaking Canadians look to Mon- 
treal as_the key city and their buying habits are largely influenced by what is 


Grand Me 


Hyacinthe.... 


8, ‘ 
St. Jean (St. Johns) 11,256 
Falls.. 


Rivers). 


In the INDUSTRIAL TOWNS 109,812 — 81.8% FRENCH 


They constitute an unusual market. 


MONTREAL MARKET DISTRICT 
1,996,255 — 72.8% FRENCH 


An analysis of the Montreal Market District brings out these factors, which, 
taken together, make it the only market of its kind anywhere: 

1. It is Canada’s No. 1 Market. 5. 
2. A group of individual cities within the 


The connecting rural districts. 


The percentage of FRENCH speaking 
people—heavy in the Metropolis—in- 
creasingly so as the market widens 
out, 100 miles East and West, 50 miles 
North and South. 


In the METROPOLITAN AREA 1,018,124— 60% FRENCH 
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.. 35,450 16,497,480 
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Manufacturing 
Volume* 


494,861 


FRENCH 


The facts presented in these announcements are 
compiled from Government and other authentic 
sources by the Montreal La Presse as part of its 
service to manufacturers and others who wish to 
develop to the utmost the trade possibilities of this 


of Canada’s population. 


For full information on marketing conditions 
write the Business Manager, LA PRESSE (Can- 
ada’s French National Newspaper), Montreal, or 
William J. Morton Co. 

New York Office: 200 Fifth Ave. 

Chicago Office: 410 N. Michigan Ave. 
S. L. Reese, 213 Metropolitan Bldg., Toronto, Ont. 
The Clougher Corporation, Limited 

26 Craven St., London, W.C.2. 
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July 6, 1936 


EXECUTIVES OF 


NEWSPAPERS IN 


BUSY MEETING 


(Continued from Page 31) 
of points of difference, including | 
complaints on the 60 and 90-day can- 


cellation clauses whose original pur: | P 
a 


pose was to protect against currency 
inflation; agency recognition, the 
Cleveland plan being recommended; 
and bulk rates, the agencies sug- 
gesting flat rates as a means of 
avoiding short-rate disputes. The 
Cleveland plan bases recognition on 
a C. P. A. report on financial status, 
the handling of three national ac- 
counts, and satisfactory personnel, as 
well as sound ethical practice. 


Question of Alterations 


Frank Hurd, of the Providence 
Bulletin and Journal, discussed 
briefly the vexing question of adver- 
tising alterations, which, he pointed 
out, concerns retail advertisers al- 
most exclusively. The adoption of 
fair rules, enforced with complete 
authority by a competent man in full 


| method 
i'Business Administration 


charge, is the solution, in his opin- 
ion. 
Joyce Swan, personal assistant to 
publisher of the Des Moines 
pal 08 and Tribune, came down 
|from the promotion meeting to tell 
| the advertising executives how his 
papers have gone about the job of 
training salesmen. The plan is based 
on the idea of familiarizing sales- 
men with the problems of the mer- 
ichants at meetings at which the case 
of the Harvard School of 
is em- 
ployed. 
Daniel Starch told the association 
its closing session Wednesday 
that most newspaper research is not 
worthy of the name and that much 
of it is wasted, in spite of elaborate 
presentation, because of the flimsy 
and inadequate data used as a basis. 
He urged research which would re- 
veal both the extent and intensive- 
ness of newspaper reading and said 
that such a study of both news and 
advertising content would be reveal- 
ing to advertisers. 


Aid for Salesmen 


Dr. Starch asserted that news- 
papers can be greatly improved from 
the standpoint of content and make- 
up if more creative thinking on the 
subject of design is indulged in. Bet- 
ter research, providing significant 
information for advertisers, will en- 


able representatives, he declared, to 
be real salesmen. 

“Work less and think more,” 
admonished his audience. 

Don U. Bridge, advertising direc- 
tor of the New York Times, reviewed 
censorship and regulation of adver- 
tising, covering practice in a large 
number of cities. Emphasis was laid 
on work with local better business 
bureaus and on necessity of applying 
censorship before rather than after 
the appearance of the advertisement. 

Alvin R. Magee, national adver- 
tising manager, Louisville Courier- 
Journal and Times, presented a de- 
tailed account of successful methods 
of selling national advertising. He 
stressed detailed market studies, 
merchandising co-operation with ad- 
vertisers and their sales departments 
and consistent promotion of the 
market through advertising in the 
business press. 


he 


Aspley Named Chicago 
Sales Executive Head 


J. C. Aspley, Dartnell Corporation, 
was elected president of the Chicago 
Sales Executives Club last week. 

F. B. Kennedy, Illinois Bell Tele- 
phone Co., was named first vice-presi- 
dent; E. M. McQuillen, Swan-Finch 
Oil Co., second vice-president; A. E. 
Blackstone, Dictaphone Sales Cor- 
poration, treasurer, and George L 
Willman, George L. Willman, Inc., 
secretary. 


ARTISTS ®* 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPE!* 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


EE ——| 


workmen 


All Departments 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS 
PLANNING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


ENGRAVERS 
. 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 
(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 


(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 


(Planning, copywriting, design- 


ing, photographing and artwork) 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from all parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. 


your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 4 
Proposals made on all or any part of our services. 


f 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


PHOTOGRAPHING 


RIGHT PRICE 


Because of superior 
facilities and efficient 


| 
Polk and La Salle Streets _ 
| 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


management 


Consulting with us about 


Chicago, Illinois 


EXPAND BUDGET 
FOR PROMOTION, 
EXPERTS PLEAD 


Boston, July 2.—The_ three-day 
session of the National Newspaper 
Promotion Association, under the 
guidance of President Dan Sullivan, 
promotion manager of the Pittsburgh 
Press, established it firmly as a live 
factor in the newspaper field. 

Monday’s meeting opened with an 
address by Don D. Patterson, na- 
tional advertising director of Scripps- 
Howard Newspapers, on “Why Pro- 
motion?” As Mr. Patterson com- 
mented, the title of his address ex- 
presses the feeling of many papers 
on the subject, whereas the attitude 
should be to sell the newspaper it- 
self, and then its advertising pages, 
as a by-product. The paper must de- 
pend on its editorial job. 

Circulation is not merely numbers, 
but contact with human beings and 
an influence on their interests in 
terms of housing, food, clothing, 
amusements and all other activities. 
Accurate interpretation of these in- 
terests editorially produces advertis- 
ing value automatically, and this can 
be sold effectively by means of prop- 
erly organized promotion, Mr. Pat- 
terson said. 


Strong Promotion Urged 


Constructive methods were stressed 
by Mr. Patterson, as well as ade- 
quate funds for the promotion de- 
partment. In the typical case, the 
speaker declared, the promotion 
program is far below the importance 
of the paper as shown by its mod- 
ern plant and the publication itself. 

The statistical attack is over-em- 
phasized, he suggested, the use of 
figures being too often preferred to 
original and effective dramatization 
of the paper’s character and quality 
as a force in the community. 

President Sullivan pointed out the 
responsibility resting on promotion 
men. Said he: 

“Promotion as a profession still 
has its fght ahead for general rec- 
ognition. There are still a few pub- 
lishers who regard promotion and 
research as a luxury instead of a 
necessity. Some go as far as to be- 
lieve that promotion is just another 
method of spending the earnings of 
a hewspaper. Sounds queer, doesn’t 
it, when we stop to consider that 
practically every successful pub- 
lisher was first of all a great promo- 
tion person? 


Remove Budget Limits 


“It wasn’t a specialty then. It is 
our job to prove that today it is a 
specialty and one that can be highly 
profitable for newspapers that care 
to regard it as such. Many of you 
already have done much to prove 
that promotion people are not waste- 
ful spenders but instead are sound 
and practical people who know how 
to make money for their newspapers. 

“Let’s spread the idea and with it 
spread the fact that a good promo- 
tion job does not start with an un- 
limited budget. You can do a good 
promotion job on whatever budget 
you are given. If you believe that a 
promotion department is neces- 
sary to a modern newspaper as an 
editorial department, a_ circulation 


as 


department or an advertising de- 
partment, you will prove your case 
day after day, every time you en- 


gage in any 
any or 


form of promotion for 
all of these departments.” 
Need Fixed Amount 

Joyce A. Swan, of the Des Moines 
Register and Tribune, discussed “The 
Promotion Budget,” Tuesday, stress- 
ing the necessity of securing a fixed 
amount, based on an adequate ap- 
preciation of the importance of an 
orderly promotion plan by the man- 
agement, and free use of this budget, 
without incursions from any quarter, 
on the job for which it is intended. 

Dr. A. D. H. Kaplan, of the Bureau 
of Statistics, Department of Labor, 
gave some striking material on con- 
sumer income and expenditure from 


his bureau’s latest work, which 
being elaborated for the future. 

William A. Thomson, director of 
the Bureau of Advertising of the 
A. N. P. A., spoke on “Charting Re. 
search and Promotion,” describing 
the extensive work which the bureau 
has done in finding out about the 
whys and wherefores of national ad. 
vertising, in detail. The importance 
of presenting information only from 
unimpeachable sources was empha- 
sized by Mr. Thomson, who said that 
the first question asked when a sur- 
vey is presented is, ‘““‘Where did you 
get your data?” 


Copy Must Sell 


A characteristically humorous and 
stimulating address was given by 
L. E. McGivena, of the New York 
Daily News, under the topic of “Make 
it Sell.” Mr. McGivena emphasized 
the selling function of copy, and 
gave ample support to the several 
other speakers who deprecated the 
use of statistics exclusively as a copy 
theme. He said that finding out 
what the paper really is and what 
it really has to offer to advertisers 
is the best source of promotion ma.- 
terial. 


is 


Government Issues 1936 


Market Data Handbook 


The 1936 Consumer Market Data 
Handbook, prepared by the Bureau 
of Foreign and Domestic Commerce, 
was issued last week. The volume 
is the third of a series started in 
1929 with the Market Data Hand- 
book of the United States and sup- 
plemented in 1932 by the General 
Consumer Market Statistics issue. 

Bringing much of the information 
in the two previous issues up to 
date, the new volume also presents 
detailed market data for cities, other 
incorporated areas of 2,500 popula- 
ton or more and rural areas as well 
as counties. 


Carrier Graduates 57 


The air conditioning school of 
Carrier Engineering Corporation, 
Newark, N. J., graduated 57 young 
men in the June class. The course 
covered engineering, application, and 
installation. The students were 
graduates of engineering schools. 
Home and district office executives 
comprised the faculty. 


Jablow Joins “Ledger” 

Fred Jablow, formerly publicist for 
Loew’s Valencia, Hillsdale, N. Y., and 
for the Willard Theaters, Jamaica, 
L. I., has been appointed promotion 
manager of the Newark Ledger. 


Plans “Liquor News” 
Central Publishing Co., 546 S. 
Meridian St., Indianapolis, Ind., will 
publish the first issue of Indiana 
Liquor News early in August. 


The] R AY 
SCHOOLS 
ys 16 S.MICH.AVE., CHICAGO 


Something/New ip 


ADVERTISING 


Four-color process on News- 
print, swell-elegantly printed 
on fast newspaper presses. 
Plenty low-priced. We have 
a nifty sample you may have 
for the asking. 


& 
EXCLUSIVE PRODUCT OF 


SHOPPING NEWS 


CLEVELAND, OHIO 
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Roscoe Fawcett 
Succumbs After 
Colorful Life 


(Continued from Page 1) 

lisher brother, Wilford H. Fawcett, 
to begin a successful career in maga- 
zine publishing. His brother, who 
served as captain in the infantry 
during the war, founded the busi- 
ness in Minneapolis in 1919, and is 
president and publisher of Fawcett 
Publications. The firm moved its 
headquarters to Greenwich, Conn., 
last fall. 

Together, the brothers built up a 
huge publishing property, mainly by 
catering to the interests of millions 
of worshippers at the shrine of 
Holly wood. 


Edited Five Magazines 

At the time of his death, Roscoe 
Fawcett served not only as general 
manager of the company but also 
as editor-in-chief of Motion Picture, 
Movie Classic, Screen Book, Screen 
Play, and Hollywood. 

The present “Fawcett’s Women’s 
Group” had its origin in 1925, when 
Screen Play first saw the light. 
True Confessions, one of the earliest 
of the intimate first-person publica- 
tions, was established in 1922. In 
1925, the Fawcetts decided to offer 
the two magazines to advertisers at 
a group rate. 

So successful did the experiment 
prove, that one magazine after an- 
other was brought under the plan, 
until the Fawcett Women’s Group 
included, in addition to True Con- 
fessions and Screen Play, Hollywood, 
Motion Picture, Movie Classic, Screen 
Book, Romantic Movie Stories, and 
Romantic Stories. 

Hollywood was founded in 1911 
when the moving picture industry 
was in its infancy. At first it cir- 
culated chiefly among Hollywood 
residents and studio people, but soon 
was in demand elsewhere. It came 
under the Fawcett banner in 1930. 


Additions to List 


Screen Book was born in 1928, and 
when adverse business conditions in 
1931 threatened its existence, it was 
acquired by the Faweett Publica- 
tions. Movie Classic and Motion Pic- 
ture were purchased by the firm two 
years ago from Mrs. Eugene V. 
Brewster, whose husband estab- 
lished them 25 years ago. They were 
the foundation of the Brewster for- 
tune. The Fawcetts launched Ro- 
mantic Stories and Romantic Movie 
Stories in 1934. 

Startling Detective ‘Adventures 
was established by the firm in 1928. 
Two years ago, Daring Detective 
Magazine was born. In line with 
the policy proven effective with the 
Fawcett Women’s Group, the Faw- 


MORE 


0 
aE AT A HAGSTROM'S 


RETAIL TRADING AREA 
MAP OF THE UNITED STATES 
Only map of it’s kind SEND FOR CIRCULAR 


vesey sr, HAGSTROM COMPANY york 


FRANKLIN 347000 


connects you with 4 ATLAService 
Stations in downtown Chicago. One 
is just around the corner from your 
i tee coe 


cetts began to sell the magazines as 
the “Fawcett Detective Unit.” 

The Fawcetts placed Modern Me- 

chaniz and Inventions under way in 
1928. With the current issue, the 
name was changed to Modern Me- 
chaniz, with the sub-title, Hobbies 
and Inventions. 
With his brother, Roscoe Fawcett 
not only pioneered in group adver- 
tising rates, but steadfastly espoused 
the cause of the lowly, but highly 
mobile, dime. When the Faweetts 
acquired Screen Book in 1931, the 
price was cut from 25 cents to 10 
cents. The price of True Confes- 
sions, Hollywood, and Screen Play 
took the same dip early in 1932. 
Shortly after the Brewster interests 
sold Movie Classic and Motion Pic- 
ture two years ago, the price was 
dropped from 15 to 10 cents. 


Five-Cent Magazine 


Going a step further, the Fawcetts 
resolved to be the first to sell a 
movie magazine at a nickel. Holly- 
wood was placed on sale for five 
cents a year ago. 

Along with his prowess in the 
magazine field, Mr. Fawcett scored 
with the newspaper feature, “Screen 
Oddities,” five years ago, for Bell 
Syndicate. 

Roscoe Fawcett’s proficiency in 
sports, first shown in his early foot- 
ball career, also extended to the golf 
course. He won golf titles on the 
West Coast and in Minnesota, in- 
cluding the Minnesota state cham- 
pionship, and open club titles at 
Birchmond, Interlachen, and Breezy 
Point in Minnesota. He was a mem- 
ber of the Minneapolis Athletic Club 
and Interlachen Country Club. 

Surviving are a son, John, a mem- 
ber of the Fawcett advertising pro- 
motion department; two daughters, 
Gloria and Virginia; two brothers, 
Wilford, and Clarence of Portland, 
Oreg.; and two sisters, Mrs. Eva 
Adams and Mrs. Otto Conner. 

Funeral services will be held at 
Lakewood Chapel, Minneapolis, to- 
morrow. 


RISING STRESS 
ON PRICE TOLD 
AT CONFERENCE 


(Continued from Page 8) 

to perform, the net income enjoyed 
by a national agency has been estab- 
lished so as to be so small that it is 
problematical whether any other 
type of business service would per- 
mit a continuance of this limited re- 
turn on invested capital and man- 
power. 

“The difference of opinion about 
agency compensation on the part of 
both agency and client, expressed 
by the agency in expanding service 
on large accounts and by the adver- 
tiser in trying to reclaim a portion 
of the agency commission in devious 
ways, is producing only negative re- 
sults. 

“If it could be determined which 
of the many services now rendered 
by agencies should be accepted as the 
responsibility of the advertiser and a 
basis established for compensating 
the agency fairly for the services it 
should logically render, there would 
be injected into the agency structure 
a stability and capital return which 
in the end would produce a far 
greater return to the advertiser than 
any percentage of the agent’s com- 
mission.” 


How Contests Work 


Prof. Herrold manages a business 
in Chicago formed to conduct con- 
tests for advertisers, but is disposed 
to consider the subject impartially. 
His talk was punctuated with hum- 


orous references to the amusing 
things that happen behind the 
scenes. 


In his considerable experience he 
has found little evidence that con- 
tests create demand. He calls con- 
test advertising diversion-of-demand 
merchandising. Pointing out that 
there are now millions of consumers 
who have entered and lost a great 
many contests, he said that the fu- 
ture of this form of merchandising 


woulé depend chiefly on the ability 
of users generally to convince the 
public that their contests are fairly 
conducted. 

Contest sponsors will continue to 
be aided, he explained, by the fact 
that contests have a fundamental 
correctness in that they provide an 
outlet for the creative energy of the 
masses, hence the huge response to 
all advertised contests. Rhyming 
contests are especially tempting, he 
has found. Of the remaining four 
forms used almost exclusively, nam- 
ing, slogan-writing, letter-writing 
and word-building, the last is the 
most difficult for the advertiser to 
manage and the least appealing to 
the consumer. 


Tells England’s Problems 


Prof. Herrold advises his clients to 
take advantage of the fact they are 
under no_ obligation to _ publish 
names and results and thus invite 
lawsuits. 

He moved his audience to laugh- 
ter with some samples of entries ac- 
tually received in naming contests, 
such as “Virgin Concubine” for a 
baby girl, “Dorothy” for an automo- 
bile motor, and “Cleopatra” for a 
race horse. 

While admitting that British ad- 
vertisers have much to learn from 
the United States with respect to 
advertising practices and technical 


services, Mr. Harris thinks Ameri- 
can advertisers could profitably 
study British copy. 


“British advertisers have had to' 


combat the colossal resistance aris- 
ing from the innate suspicion on the 
part of our publie against advertis- 
ing of all kinds,” he said. “Before 
we can create a desire for the prod- 
uct advertised, we must remove the 
suspicion caused by the advertising 
itself. 

“The methods we seem to prefer 
are a heavy foot on the soft pedal, 
writing the copy in an intimately- 
personal, friendly way, resort to 
under-statement which arouses the 
readers’ sense of fair play, and hu- 
morous digressions.” 

Mr. Harris spoke hopefully of the 
progress being made in self-regula- 
tion in England under the direction 
of the advertisers’ association and 
media. 

He attributed the comparative 
backwardness of English agencies 
partly to the 10 per cent commis- 
sion. The low compensation, he 
thinks, has tended to perpetuate the 
Jack-of-all-trades agency man, who 
contacts the account, write the copy, 
buys the space, manages production, 
and performs various other services 
according to his talents and inter- 
ests, such as research and art work. 

Mr. Meyer told an inspiring story 
of the continued progress of self- 


regulation under industry auspices 
in the proprietary field. 

Questions to be answered in the 
surveys now being conducted into 
spending habits of families in vari- 
ous income groups by the Bureau of 
Home Economics and the Bureau of 
Labor Statistics for the Works Prog- 
ress Administration were described 
by Dr. Kaplan. 

These questions include, “How do 
spending habits differ among fami- 
lies of the same-make-up and same 
income, in different-size communi- 
ties or in different parts of the 
country? How do rural families dif- 
fer from urban families in their 
spending habits? At what income 
levels are various luxuries custo- 
marily purchased? What is the ef- 
fect upon a family’s use of its in- 
come of the addition of children to 
the family circle?” 

These studies, he forecast, will 
give widely valuable material on 
consumer demand not only among 
families of moderate wage groups, 
but in the professional and high-sal- 
aried business and _ agricultural 
brackets. 


Nash in New Post 


Norman Nash, formerly with J. 
Walter Thompson Company and 
Newell-Emmett Company, has joined 
the copy staff of Arthur Kudner, 
Inc., New York. 


in the restaurant field! 


Rarely does the advertiser have such an easy time in picking the 


leading business paper as in the restaurant field. AMERICAN 


obvious buy. Just consider these points: 


3. It carries the largest advertising volume. 


RESTAURANT is one of those “standouts” which make the task of 


the space-buyer a simple one. 


No matter from what standpoint the medium is checked, it is the 


1. It has the largest circulation of any magazine in the field. 


2. It has the highest total subscription renewal percentage. 


4. It has the greatest number of advertising accounts. 


5. It has the best coverage of the large operators. 


6. It has the lowest rate per page per thousand. 


policy in the entire field. 


7. Its outstanding reader interest is based on the most prac- 
tical, most comprehensive and best balanced editorial 


When you can pick a winner in a big and growing market as success- 


fully as this, you don’t have to worry! 


& 


551 Fifth Avenue, New York 


Ohio Office: 


1216 Manor Park, Cleveland, Ohio. 
Reilly, Russ Bldg., San Francisco. Gordon Simpson, 536 S. Hill St., Los Angeles. 


PATTERSON PUBLISHING COMPANY 


Incorporated 1906 


(Also Publishers of Club Management) 


Pacific Coast 


Magazine 
a 


5 S. Wabash Ave., Chicago 
Representatives: Walter S. 
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SPEAK NOW, IS 
MOLEY PLEA TO 
BiG BUSINESS 


Says Public is Receptive to 
Hearing ‘‘Other Side” 


Boston, July 2.—The American 
public has veered from a desire for 
“big-sticking” and the time is at hand 
when big business is going to get a 
sympathetic hearing, in the opinion 
of Raymond Moley, former brain 
truster and editor of Today. 

Mr. Moley and Bruce. Barton, 
chairman of the board of Batten, 
Barton, Durstine & Osborn, Inc., were 
principal speakers at the concluding 
general session yesterday of the Ad- 
vertising Federation of America 
convention. Mr. Barton discussed 
“Tomorrow's Advertising Man.” 

The problem of business today, Mr. 
Moley urged, is to make the public 
look upon it as a good servant rather 
than a selfish master, and the public 
is in a receptive mood toward this 
idea. 


Time ts Ripe 


With the trend of public opinion 
toward conservatism, the speaker 
asserted, those who speak for busi- 
ness cannot afford to let this oppor- 
tunity pass. 

“To do that would be to permit old, 
blind forces to prevail—forces of ac- 
tion and reaction, of excessive reform 
and excessive private license, forces 
destructive to precious values which 
are products of reason in a world of 
chance and passion,” he declared. 
“To meet a wave of opinion head-on 
is to invite disaster; but to antici- 


WSM 


50,000 WATTS 


Nashville, Tennessee 


The Triple Threat Station— 
Power to reach the audience you 
want; 
Showmanship to make that audi- 
ence listen; 
Sales influence that causes your 
product to sell! 
Make us prove it. 


Cleveland . . 610 kilecyclos 


WE’RE HERE AT 
THE CONVENTION! 


* 


We'll explain 


PERSONALIZED 
SELLING 


our new method of broad- 
casting that is getting 
TREMENDOUS 
RESULTS on WJAY 


* 


One instance: 


$3800 return for ONE adver- 
tiser in two weeks! 

Edythe Fern Melrose, Mgr. 
Station WJA/Y, Cleveland 
CHerry 0464 
Rep. Aerial Publicizing, Inc. 
New York Chicago 


pate its movement is to harness it, 
to guide it and to make it serve a 
reasonable purpose. 

“Business has the right to look to 
advertising men to make these deli- 
cate judgments of sentiment and to 
shape its course in terms compelling 
and reasonably progressive. 


Stresses Efficient Production 


“People will call business men 
names until the public realizes that 
modern business, through efficient 
production, is bringing closer to the 
average man not only the things he 
needs in his daily life, but the things 
that make his life more pleasant and 
more abundant.” 

Mr. Barton urged advertising men 
to think of advertising in higher 
terms, 

“Think of it as a power that can 
be used to raise the standard of liv- 
ing, as a power that can foster un- 
derstanding between industry and its 
customers and workers, between class 
and class, between section and sec- 
tion in these United States,” he 
advocated. 

Greed for Sales 


“Some advertising has been inde- 
cent, some has been false,” he said. 
“Greed for sales has broken down 
barriers; appeals and claims that 
ought never to have been printed 
have cast a shadow of suspicion over 
the whole institution.” 

While advertising has proved its 
power to aid business, it has not yet 
proved its right to be honored, Mr. 
Barton asserted. 

Tomorrow’s advertising man, he 
said, will have college training, may 
sell goods from house to house in his 
summer vacations, and when he 
graduates will not go directly into 
advertising, but will work in a filling 
station or on a railroad. 

“The era of public relations is just 
beginning. It will not develop all in 
a day,’ Mr. Barton said, “but the 
signs are unmistakable. And fortu- 
nate is the youth who reads the signs 
correctly and fits himself to profit 
thereby.” 

Mr. Barton declared that tomor- 
row's advertising man must be able 
to say, as Frank Norris, the writer, 
exclaimed on his deathbed, “By God, 
I told them the truth.” 


General Foods Has 


Expansion Plan 


General Foods Corporation, New 
York, may expand by acquiring more 
companies, C. M. Chester, president, 
told the company’s factory managers 
in Boston. 

He said that the largest expansion 
at present is from within the organi- 
zation through development of exist- 
ing and new products. 


Vacation with Freight 


Savings, Pontiac Urges 


Pontiac Motor Co. is inviting new 
car purchasers to order their cars 
through authorized dealers, taking 
delivery of the models at Pontiac, 
Mich. and saving freight charges. 

Customers from all parts of the 
nation can thereby obtain vacations 
in or around Michigan, it is pointed 
out. 


Chicago Club in 
New Headquarters 


The Chicago Federated Advertis- 
ing Club opened its new headquarters 
for group meetings in the Hotel Sher- 
man June 380. 

@he Advertising Room will be used 
first by the sustaining membership 
committee. The air-conditioned room 
is finished in shades of blue with all 
furnishings in orange. 


Circulation, Rates Up 


The Parents’ Magazine, New York, 
has announced that, effective with 
the February, 1937, issue, its circu- 
lation guarantee will be increased to 
410,000 net paid ABC yearly aver- 
age, and its advertising rate to $1,750 
per page. 


Morledge to Goodrich 


Chester T. Morledge, vice-presi- 
dent in charge of sales of the India 
Tire Co., Akron, has resigned to join 
the sales staff of the B. F. Goodrich 
Co., Akron. 


WJR Asks More Power 

WJR, Detroit, has applied to the 
Federal Communications Commission 
for permission to increase its 50,000 
watts to 500,000. 


HARMONY MOVES 
ANTICIPATED AT 


N.A.B. CONCLAVE 


Opens Monday; Copyright Issue 
to Be Aired 


Chicago, July 2.—A full airing of 
the contentious copyright problem 
and an intensive effort to smooth 
intra-organization differences are ex- 
pected when the National Associa- 
tion of Broadcasters’ 14th annual 
convention opens here Monday. 

With a _ record attendance ex- 
pected for the three-day meeting, 
the nation’s radio leaders have been 
offered a program granting ample 
time for floor discussion. 

The copyright dispute finds the in- 
dependent stations and networks 
embattled with the latter already 
having made threats at secession 
from the NAB. While not formally 
mentioned on the program the dis- 
cussion periods will find this issue 
one of key importance in shaping 
the future of the association. 


Fitzgerald Heads Bureau 


A significant pre-convention move 
was the appointment of Edward J. 
Fitzgerald, of New York, as head of 
the association’s new copyright bu- 
reau. 

Mr. Fitzgerald, former program 
arranger for WLW and WSAI, Cin- 
cinnati, has had considerable experi- 
ence both in the music and radio 
field. As head of the bureau he 
will be in charge of building up a 
master index of copyrighted num- 
bers and operation of a clearing 
house for information on protected 
music. 

One major proposal to be _ pre- 
sented at the convention calls for 
establishment of a Radio Research 
Bureau, to co-ordinate data on cover- 
age and listening habits. 


Work With Committee 


The bureau would tie in with the 
work of the Joint Committee of 
Fifteen, created by the NAB, Asso- 
ciation of National Advertisers and 
the American Association of Adver- 
tising Agencies. 

Both James W. Baldwin, manag- 
ing director of the NAB, and Arthur 
B. Church, Station KMBC, Kansas 
City, Mo., chairman of the NAB 
group co-operating on the Joint 
Committee, will introduce the pro- 
posal for discussion. : 

A panel discussion also is planned 
for Tuesday morning on “Organiz- 
ing a Station for Selling Radio Ad- 
vertising.” 

There are only two scheduled 
speeches by other than association 
members. Judge Eugene Octave 
Sykes, of Washington, D. C., chair- 
man of the broadcast division of the 
Federal Communications Commis- 
sion will speak at the opening ses- 
sion Monday and C. H. Sandage, 
chief of the division of transporta- 
tion and communications, Bureau of 
Census, Philadelphia, Pa., will ad- 
dress the morning session Tuesday. 

The gathering will be marked by 
a series of group meetings including 
a dozen state associations, news- 
paper-owned — stations, Associated 
Radio Stations, Inc., and National 
Independent Broadcasters. 


Election Change Proposed 


Two resolutions have been offered 
by Ed Craney, of Station KGIR, 
Butte, Mont. One ealls for election 
of three directors from each of the 
five former radio zones, one of 
whom shall represent a local radio 
station. 

The second proposed that stations 
award to accredited non-profit or- 
ganizations 5 per cent of the sta- 
tions’ aggregate hours to stop de- 
mands of unqualified groups. 

Manager Baldwin also has _ pro- 
posed an increase of 50 per cent in 
dues to cover increasing costs. Two 


| 


The rates for this department are 
et Wanted” and “Situations Wanted,” 30 cents a line, minimum 
charges $1. 
All other classifications (single ineestion rates): % inch, $2.75; 1 to 3 in., 


per in., $4.75; 4 
per in., $4.00: 13 to 15 in., per in., 
contracts. 


to 6 in., per in., $4.50; 7 


as follows: 


to 9 in., per in., $4.25; 16 to 12 in., 
$3.75. Write for discounts on term 


HELP WANTED 


POSITION WANTED 


Sales Promotion Merchandising Man 
with distributor sales promotion ex- 
perience, for National Sales Promo- 
tion Agency located in Detroit, Mich. 
Include WITH APPLICATION full 
details concerning experience, com- 
panies worked for, age, references 
and salary desired. Address ; 

Box 792, ADVERTISING AGE, Chicago 


MISCELLANEOUS 


IT WILL PAY YOU 

To investigate Laurel Process, de- 
signed to meet today’s regeiremenss 
for a Rapid, Accurate and Economical 
method of reproducing all sorts of il- 
lustrated advertising, literature, sales 
letters, diagrams, bulletins, etc. No 
typesetting or cuts necessary. 

Send for Samples 

LAUREL PROCESS, 480 Canal, N. Y. C. 


PHOTO POST CARDS 

Actual Reproductions of your 
Ee $15.00 per ial 

8x10 Size for Salesmen’s 

Samples .. . . . $10.50 per 100 

Graphic Arts Photo Service, Box 565, 

Hamilton, Ohio. 


ADVERTISING ASS’T—Young man, 
eight years’ experience, Thorough 
practical knowledge lay-outs, finished 
art work, photo-engraving, typogra- 
phy, letter-press & gravure printing. 
Box 793, ADVERTISING AGE, N.Y.C. 


Young woman, eight years in news- 
paper & department store copy, layout, 
promotion & display, has a job but 
wants one with more of a future. 

Box 795, ADVERTISING AGE. Chicago 


BUSINESS OPPORTUNITIES 


WANTED—A RADIO STATION 
Established Publishers Representa- 
tive organization now equipped to 
handle eastern sales for one or two 
radio stations. Best references. 

Box 794 ADVERTISING AGE, N.Y.C. 


FOR SALE 


BUYERS ARE AMBITIOUS 
We need more good mechanical and 
engineering trade papers either paid 
or controlled circulation. 


| Harris-Dibble Co., 11 W. 42 St., N.Y.C. 


Tenth Program 


Projected for 
P.&G. Products 


| 


| 
New York, July 2.—Radio Corpora- | 
tion of America will renew its Sun- | 
day afternoon program, “Magic Key 
of RCA,” on July 5. It is heard from 
2 to 3 p. m., EDST, over sixty NBC- 
Blue network stations. Lord 
Thomas, New York, is the agency. | 
Horace Heidt’s’ Brigadiers will | 
start their 17th month on a nation- | 
wide Columbia network for the Stew- | 
art-Warner Corporation July  6,| 
changing from 10 on Thursdays to 8 | 


on Mondays. | 
On July 8 Eddie Duchin and his} 
band will join the George Burns- 
Gracie Allen program for Campbell’s 
tomato juice. The show is heard on 
the nation-wide CBS net Wednesdays 
at 8:30 p.m., EDST. 

Of the four new NBC daytime pro- 
grams for Procter & Gamble, three will 
start on July 6 for Oxydol, at 12-12:15 
EDST Mondays through Fridays, 
through Blackett-Sample-Hummert, 
Inc., Chicago; Ivory Flakes, at 11:45- 
12 noon, EDST, Mondays through Fri- 
days, through Blackman Advertising, 
Inc., New York; and Chipso, 11:15- 
11:30 a.m., EDST, Mondays through 
Fridays, through Blackman Advertis- 
ing, Inc., New York. The fourth pro- 
gram, for Camay, will start August 
31. “Vie & Sade,” for Crisco, will 
renew July 6. It is heard at 10 a.m., 
EDST, through Blackman. There are | 
now ten P & G shows on NBC. 


Frost Promoted 


Harry Frost has been promoted te | 
sales manager of Sinclair Co., Hol- | 
yoke, Mass., manufacturer of four- 
drinier wires, dandy rolls, and cylin. | 
der molds. 


Miss Walthers Resigns 


Blanche Walthers has resigned as | 
executive secretary of the Advertis- | 
ing Club of Los Angeles. She has'| 
been an executive of the club for | 
seven years. 


extra assessments have been made 
during the last year. 
The final session Wednesday has | 
been left open for general discussion 
except for installation of officers. 
Leo J. Fitzpatrick, of Station | 
WJR, Detroit, president, has an- 
nounced he will not seek re-election 
and half a dozen candidates have 
been mentioned to succeed him. 
While networks have taken issue 
with Manager Baldwin since his ap- 
pointment last July it is believed he 


| 


will be re-named. | 


Witte & Burden Move 


Witte & Burden, Detroit agency, 
have moved to larger quarters at 
5757 Cass Ave. The telephone num- 
ber is Trinity 2-1120. The expansion 
marks the tenth anniversary of the 
beginning of the partnership. 


Joins Schwab & Beatty 


Dalbert Gard, previously assistant 
art director for Montgomery Ward 
retail stores, has joined the art staff 
of Schwab & Beatty, Inc., New York. 


L&T Transfers Two 


Max Hirsh, Jr., and William H. 
Lewis, of Lord & Thomas, have been 
appointed to the agency’s radio de- 
partment, headed by Thomas A. Mc- 
Avity. 


MOTORS and 
MECHANISMS 


All types including New 10 ounce, 110-v., 
back geared motor unit that plugs into light circuit. 
No batteries. No radio f . Ne transh " 
Cool running. Provision for any 


Speeds: 3.8. 8. 1S or 
25.9. m. 


$1.10 in thousand lots. 
TURNTAGLES, TOO 


MANUFACTURING CO 
185] S. 52nd AVE CICERO. ith 


ANU 
\ Wi RADIO CITY 


NEIGHBORS! 


If you want to be just around the 
corner from the famous Radio 
City, and only a few steps from 
the smart shops and theatres, 
then come tothe VICTORIA, one 
of New York’s newest hotels. 
Enjoy the finest of food too, and 
conviviality at the newest of bars, 
get the swing and rhythm of 
Modern Manhattan! 


WrivAaLce | 
From $2589 Single Notes 
From $40° Double oe 3 | 
| Suites from $6.00 to $15.00 Lae 
e 


Hi} 
. at Sst ST., 
JOHN L. HORGAN - MANAGING DIRECTOR 


es «26 tt oh 


mes = 


The 
a ee 7 , 
Market Place 

| _— _ ee 

ree a — ‘ 
ea —_—_—— — — | | 
‘ : — — = = —————— 
oN — 

a ee 
< in ee 
: a | 3 ——— — = —$+{- ae aa ie — — - —_ a 
i a 

| | a t 
me fe ; | =a 
sen et LL LL LL sanvunremaniet 
pe: we ee a —— a? 

; : all types 

| | 

F | —_ | ey ew WV: | 
a iii ___TTC—r™Y La 
: i ‘hh a Nit , 
- WJAY a mmx | 
sae i gale : See ae saiohee: Mit NG i i HN om tw silty 
ots. iy? ; [ ae re | Hi q ; 
i, _ i el i) 86 a : 
4 pe | — nner ss oe & 
3 a 

- eS | 2 
a. ae 
— | ‘ 
| 

Pe : 
_" a CTO Rip | 
ee wy y MMT RI mir 
eee 1 
ioe gcse : ae ,—... | ; 


RECTOR 
— 


July 6, 1936 


ADVERTISING AGE 


35 


— 


LET THEM BUY, 
JOHNSON TELLS 
MAGAZINE GROUP 


‘Time’ Executive Expounds 
Theory of Selling 


Boston, Mass., July 1.—The prin- 
ciple of “letting your customer buy 
from you” works wonders in selling, 
and in advertising, too, when it is 
substituted for high-pressure, one- 
sided methods, Robert L. Johnson, 
vice-president, Time, Inc., declared 
at the Magazine Advertising Confer- 
ence here today. 

Mr. Johnson admitted to the con- 
ference, held during the Advertising 
Federation of America convention, 
that he has never liked to be called 
a salesman. 

Whatever the product he has sold, 
whether school flags and pennants 
as a boy or Time and Fortune as a 
man, he has found that the way to 
sell any product is to find out who 


PRINTING 


This Advertisement 


is dedicated to the man who 
feels that there must be a 
better way...somewhere ... to 
handle the production require- 
ments of his advertising matter. 
Faithorn 3-in-1 Service enables 
advertisers and advertising 
agencies to obtain the finest 
ad-setting, engraving and print- 
ing—all under ONE roof. Why 
send cuts to ONE concern, type- 
setting to another, many blocks 
apart—and then give your print- 
ing toa firm even farther away? 
The close relationship of these 
three important elements cer- 
tainly makes it imperative that 
the responsibility be placed in 
one direction, like Faithorn. 
You will then get the BEST—at 
the Jowest possible production 
cost. Let us demonstrate this 
to you on your next job. Write, 
or telephone Wabash 7820. 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


PEACOCK 
Gift and Art Galleries 


Silver ‘Plated Teaette 


For many years 
C. D. Peacock has 
used FAITHORN 
3-in-1 complete 
service. You, too, 
can now enjoy its 
many advantages. 


mmc 9.FEAC 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


would be likely to want it and then 
tell those people—as many as he 
could find—why he thought that the 
product he had to sell was useful or 
why the other fellow ought to own 
it. 

Illustrating this plan, which he 
terms the “Let Them Buy” principle, 
Mr. Johnson told of his work many 
years ago with a little summer sea- 
shore sheet called “Seaside Topics.” 

Seeking employment, he informed 
the publisher he could get 100 sub- 
scribers in two weeks if he were paid 
$5 a week. When the first issue 
came out, he took it to 300 friends, 
acquaintances and others, told them 
he would like them to look it over, 
that they would enjoy reading about 
themselves and their friends, and 
that he would return the next week 
to see if they liked it. 


Letting Seed Flower 


“I told them if they then wanted 
it,’ Mr. Johnson said, “I would send 
it to them for a dollar for the sea- 
son. Everybody seemed to like it. 
All but 10 or 15 people I offered it to 
became subscribers. So the old ‘Let 
Them Buy’ principle seemed to work 
pretty well.” 

Hitting upon the “Let Them Buy” 
idea was worth more to him in dol- 
lars and cents, in a business way, 
than all the books on selling he ever 
read, Mr. Johnson declared. 

“I’m not against reading as a 
method of _ self-development,” he 
added. “On the contrary, I think 
every man should spend a certain 
amount of time every month in 
learning more about his business and 
sales and merchandising problems in 
general. If a man isn’t smart 
enough and isn’t enough interested 
in making progress to read at least 
a hundred good articles on business 
each year, he isn’t worth a half a 
cent a mile traveling money.” 

Several years ago, Mr. Johnson 
said, the company hired'a young man 
who looked as though he would be a 
first-class sales representative. But 
he couldn’t sell. 

“T called on a couple of dozen of 
his prospects. I found out that he 
talked so enthusiastically about our 
proposition that he never gave the 
other fellow time to tell him about 
his business, so naturally our repre- 
sentative could not talk about Time 
in terms of what it would do for 
the other fellow. 


How to Sell Jacks 


“A few years ago an acquaintance 
of mine was selling a jack to ga- 
rages. It was an expensive intricate 
device that looked pretty darn com- 
plicated, and the young man, al- 
though he made many, many calls, 
never seemed able to get anybody 
interested. 

“On his third week out, he got a 
garage man away from his work for 
a moment. Suddenly remembering 
he had promised to call the dentist 
for an appointment for his wife, he 
explained the situation to the me- 
chanic and made the phone call. 

“By the time the man returned 
from the call, the prospect had placed 
the jack under a car and to his 
amazement found that the car, with 
little pressure on the jack, almost 
jumped off the floor. And the next 
step was an order. 

“Then the salesman realized he 
hadn’t sold the jack—what had hap- 
pened was that the man had gotten 
the jack in his own hands and had 
started using it and decided he just 
had to have it,” Mr. Johnson said. 
“Afterwards he sold several jacks 
each week, or rather people bought 
his jacks.” 

Insurance selling is a good ex- 
ample of the effectiveness of the “Let 
Them Buy” principle, Mr. Johnson 
declared. A good insurance sales- 
man, he contends, is one that lets 
aman buy. 

“A friend of mine was approached 
by a salesman of the high-pressure 
type. He didn’t give the prospect 
a chance to try out the ‘jack’ for 
himself, but carried on a furious at- 
tack that really left the prospect no 
chance to bring himself into the pic- 
ture. That insurance man _ went 
away, with neither an order nor an 
invitation for a return visit, prob- 
ably thinking that prospect was a 
pig-headed sales resister.” 


Bought from Another 


“Little did he realize that his 
thorough, though selfish solicitation 
had taken root with the prospect, 


who, a week later, bought a policy 
from another salesman on the steam 
of the unsuccessful first. He had 
not let his prospect buy.” 

The “Let Them Buy” principle ap- 
plies to advertising and _ selling 
equally, Mr. Johnson declared. 

“A successful advertisement, like 
a successful contract, depends on the 
meeting of minds,” Mr. Johnson said, 
quoting a paragraph from “What 
About Advertising” by Kenneth 
Goode and Harford Powel: 

“Millions of men have made hun- 
dreds of dollars by attracting pub- 
lic attention. But hundreds of men 
have made millions of dollars by let- 
ting the public guide them. The 
distinction between the two will 
richly repay careful study. Human 
nature flows in strong currents; hu- 
man actions run in channels cen- 
turies deep. Plenty of advertisers 
have successfully turned the con- 
sumer’s mind toward their product. 
But the millionaires are those who 
have turned their product toward 
the consumer’s mind.” 


Wilson Joins E-W 


S. K. Wilson has joined the Euro- 
pean organization of Erwin, Wasey 
& Co. in an executive capacity, with 
headquarters in London. Mr. Wilson 
was formerly vice-president of the 
Charles Dallas Reach Company, and 
is the author of numerous advertis- 
ing books and articles. 


”s 


Dan Sullivan 
Re-Elected by 


Promotion Men 


Boston, Mass., July 1—Dan A. Sul- 
livan, promotion manager of the 
Pittsburgh Press, was_ re-elected 
president of the National Newspaper 
Promotion Association at its annual 
meeting during the Advertising Fed- 
eration of America convention. 

Elsa Lang, New York Herald Trib- 
une, was re-elected vice-president, 
and Harold E. Jewett, Providence 
Journal and Bulletin, was named 
secretary. Charles L. Baum, Port- 
land, Oreg., Journal, was re-elected 
treasurer. 

New members of the board of di- 
rectors are Ivan Veit, New York 
Times; James Kannedy, Buffalo 
Courier-Express; Vernon Meyers, 
Des Moines Register and Tribune; 
and Russell Miles, Nashville Banner. 

George Benneyan, New York Amer- 
ican, in addressing the concluding 
session, declared the progress the as- 
sociation has made in the past ten 
years is proof of what may be ac- 
complished with the cooperation of 
the publishers. Promotion problems 
were also discussed by Mr. Baum, of 
the Portland, Oreg., Journal. 


“Filtered Sunshine” 


Makes Food Pages 


John H. Woodbury Company, Cin- 
cinnati, maker of Woodbury’s Facial 
Soap, has started a new policy in con- 
junction with its “Filtered Sunshine” 
series. 

Small space will be used on the 
food pages of daily newspapers from 
coast to coast every week through 
July, August and September, offering 
a special money back guarantee. The 
agency is Lennen & Mitchell, Inc. 


Woodworth to Doremus 

Melvin J. Woodworth, president of 
the New York News Bureau Associa- 
tion, and for the past five years a 
director and vice-president of the J. 
Walter Thompson Company, has re- 
signed both posts to join Doremus & 
Co., New York. 


WEEI Joins CBS 


Federal Communications Commis- 
sion has granted permission to trans- 
fer the license of WEEI, Boston, to 
Columbia. The transfer from NBC 
will not take effect until the fall. 


Chevvy Dealers Renew 

Chevrolet Dealers will begin the 
sixth 13-week series of their pro 
gram, “Musical Moments,” starring 
Rubinoff and his violin, effective the 
week of July 12. The program is now 
heard on 381 stations in the United 
States through World Broadcasting 
System facilities. 


ESPITE our kind and gentle appear- 
ance, us mugs at F J & F like nothing 
better than a battle—providing it’s in 


behalf of a customer! 


At the drop of a hat or even less, we'll 
battle to get favorable spots for you, or 
to line up the newest and most powerful 


program ideas, or to do anything that will 
secure for you the best possible service 
and cooperation and results from radio. 


We’ve built our business on the one big 
idea of doing a better job for our custo- 


themselves. . 
prove them! 


mers than they can economically do for 


. . Big words? Make us 


FREE, JOHNS & FIELD, INC. 


Associated with Free & Sleininger, Inc. 


Radio Station Representatives 


NEW YORK CHICAGO DETROIT 
110 East 42nd St. 180 N. Michigan New Center Building 
Lexington 2-8660 Franklin 6373 Trinity 2-8444 


WIS. . (NBC) . Columbia 
WHKC... . .« Columbus 
WOC. (CBS). Davenport 
WDAY (NBC) .. . Fargo 
KTAT. (SBS) . . Fort Worth 
WDRC.(CBS). . Hartford 


WKZO(MRN). . 

WNOX(CBS).... 
KFAB (CBS) . Omaha-Lincoln 
KOMA(CBS-SBS) Oklahoma City 
WMBD (CBS). ... . . Peoria 


Knoxville 


SAN FRANCISCO 
Sutter 4353 


LOS ANGELES 
C. of C. Bldg. 
Richmond 6184 


111 Sutter 


WPTF (NBC). . . . Raleigh 

KTSA (CBS-SBS) San Antonio 

KTUL (CBS) ..... Tulsa 

KVI. (CBS) ... . Tacoma 
and 

Southwest Broadcasting System 
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ADVERTISING AGE 


July 6, 1936 


AFA Tells of 
Responsibility 
of Advertising 


(Continued from Page 1) 


sponsibilities as the necessity for 
adoption of higher ideals and stand- 
ards than those of the society adver- 
tising serves. 

“I know,” he said, “that some 
think this is impossible. But what 
pride can we, who like to think of 
ourselves as creators, as stimulators 
of trade, as exponents of better liv- 
ing, take in our jobs if we accept 
that philosophy?” 


High Ideals Essential 


He also criticised advertising men 
for rapidly developing advertising 
into the most powerful arm of busi- 
ness while giving the masses little 
opportunity to learn how their inter- 
ests are served by advertising. 

“Despite the availability of the ef- 
fective tool of advertising, modern 
business has not come anywhere 
near adequately telling its story,” 
Mr. Lang declared. 

“We have an obligation to tell it, 
to explain and to interpret what in- 
dustry has done for the well-being 
of the people of America, so that 
they may judge for’ themselves 
whether they shall believe in us, 
whether they shall continue to be- 
lieve in the American system. I 
have no misgivings concerning their 
verdict, if we give them the facts.” 


Sees Media As Key 


Hurrying over the amenities and 
asserting that there is still plenty of 
room for improvement, Mr. Dyke 
urged that something be done to 
counteract the growing disbelief in 
advertising by self-regulation through 
stricter and uniform censorship by 
media, and by putting the practice 
of advertising on a more scientific 
basis. His talk stressed the close re- 
lationship of these objectives. 

“Advertising is the one activity of 
business that is an intimate part of 
everybody’s daily life. In fact, it 
seems to be the one business that 
everybody knows, and to judge by 
some of our best-selling authors, the 
business that nobody likes,” com- 
mented Mr. Dyke. 

“Advertising is still a largely un- 


plotted science. More important still, 
we know too little about advertis- 
ing’s full effect on society, its in- 
fluence on broad social trends, its 
by-product effects on American life 
outside of its known ability to pro- 
duce immediate sales. 

“Advertising is such a powerful 
weapon that we must employ it with 
the same appreciation of its recoil 
possibilities that we would have for 
a shot gun. It behooves us to see 
that we do not misuse its power, do 
not nullify its beneficial forces by 
arousing the disbelief and cynicism 
of the consumer, the punitive action 
of the legislator.” 

Mr. Dyke believes the first plank 
in a new platform for advertising 
should be self-regulation of copy. 


Committees Are Ineffective 


“The most effective control exer- 
cised to date—and it has been as- 
toundingly successful—is that im- 
posed by media themselves,” he 
said. “Let us encourage this, not 
discourage it. Committees won’t and 
can’t do the job. We've tried that.” 

He suggested that advertising men, 
while teaching the public the truth 
about advertising, also try to learn 
the truth about it themselves. 

“The time has gone for generali- 
zation,” he asserted. “Advertising is 
an economic waste when used un- 
successfully, when it fails to help a 
manufacturer reduce his _ selling 
costs, and thereby his ultimate price 
to the consumer. 

“Let’s evaluate advertising’s fail- 
ures with the same intelligence and 
enthusiasm that we exploit its suc- 
cesses. Real success in advertising 
is probably as infrequent as in any 
other line of business.” 


Television Supplements Radio 


Mr. Sarnoff expressed the convic- 
tion that radio is paying its debt to 
older forms of advertising by bring- 
ing the consumer and the advertiser 
closer together and by creating con- 
sumer interest in information sup- 
plied by visual advertising. His in- 
dustry is eager, he said, to build on 
this foundation by subscribing at 
once to higher standards as they are 
adopted by the advertising field. 

It is his opinion that television 
will not supplant or detract from the 
importance of broadcasting, but will 
supplement radio in varying degree 
depending on the character of the 
sound program. For example, he 
pointed out that television will add 
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PROFIT DOLLARS 


MAKE SW 


EET MUSIC 


Advertisers get excellent results per dollar spent 
with KGO—key outlet for the Pacific Coast Blue 
Network—serving a market that exceeds any in the 
country for per capita spending. Let us show you 
how you can profit by a local or spot campaign. 


KGO 


7,500 WATTS 


NBC Pacific Coast Blue Network 


SAN FRANCISCO 


Completely programmed by NBC 


LIGHTER SIDE OF THE CONVENTION 


Robert Rankin, Wm. H. Rankin Co., and F. D. Harris, Regent Advertising Club, 
London, enjoy some smiles at a luncheon at the Essex House June 25, at which 
Mr. Harris was one of the guests of honor. 


little to the enjoyment of a sym- 
phony concert broadcast. 

He predicted that the advertising 
fraternity will find a way to make 
television practical under commer- 
cial sponsorship without any neces- 
sity for set owners to pay a fee for 
programs. 


Must Sefewnard 
Advertising, Say 
AFA Resolutions 


(Continued from Page 1) 
the market a subjective value which 
goes beyond mere use. It helps peo- 
ple to enjoy life and that means 
more than material wants. It in- 
cludes an emotional satisfaction. 


Voice of Commerce 


“Advertising is the voice of com- 
merce; as such it reflects the cur- 
rent standards of doing business, 
and the current level of public 
morals and popular taste. To be ef- 
fective, it must express the one and 
please the other. 

“But it has a higher responsibility 
than private trading or individual 
conduct because it is a public pledge 
made in a public medium and dis- 
seminates to millions of people in- 
formation and impressions which af- 
fect their daily lives. 

“Advertising has become a vital 
social and economic force: 

“In maintaining a widely circu- 
lated and independent press and 
other public media free to inform 
and to educate that enlightened 
mass opinion which is indispensable 
to democratic self-government. 

“In affording an ever expanding 
means of acquainting people every- 
where with the improvement of 
goods and_ services available to 
them, and thus raising their stand- 
ards of living. 


Is Business Stabilizer 


“In stabilizing the employment of 
labor and capital through its stimu- 
lating effect upon the movement of 
goods from producer to consumer at 
lower and lower costs. 

“Hence it is a social obligation of 
organized advertising and all who 
use, practice and profit from it, to 
safeguard advertising influence in 
this country and to expand its bene- 
ficial effect upon the masses by fos- 
tering public confidence in it through 
truth in advertising.” 

Another resolution adopted the 
seven-point copy code formulated by 
a joint committee of the Association 
of National Advertisers and the 
American Association of Advertising 
agencies and previously adopted by 
these organizations. 


Thank Kobak, Lana 


Memoriam resolutions honored the 


memory of Josephine Snapp, of 
Capper Publications, and Frank 
Blanchard, of Cities Service. 

Congratulatory resolutions ex- 


pressed the appreciation of the out- 
standing services of Edgar Kobak, 


ie Phat Sony 


chairman of the federation and Mr. 
Lang. 

Other resolutions commended Ap- 
VERTISING AGE and Christian Science 
Monitor for publication of conven- 
tion dailies. 


Three New Directors 


New directors elected for three 
years are Ken R. Dyke, general ad- 
vertising manager; Colgate-Palm- 
olive-Peet Company, Jersey City, N. 
J., and chairman, Association of Na- 
tional Advertisers; J. J. Hartigan, 
vice-president, Campbell-Ewald Com- 
pany, Detroit; Kirk Rankin, pub- 
lisher, Southern Agriculturist, Nash- 
ville, and Mr. Lang. 

Directors re-elected to serve three 
years are Mr. Benson, and Charles 
C. Younggreen, executive vice-presi- 
dent, Reincke-Ellis-Younggreen & 
Finn, Inc., Chicago. 

Retiring directors are Joseph H. 
Appel, John Wanamaker, New York; 
Henry T. Ewald, president, Camp- 
bell-Ewald Company, Detroit, and A. 
J. McCosker, president, Bamberger 
Broadcasting Service, New York. 

Charles E. Murphy, former presi- 
dent of the Advertising Club of New 
York and counsel for Packard Mo- 
tor Car Company of New York and 
numerous advertising agencies and 
publishers, was elected general legal 
counsel for the Federation. 


Message from Britain 


Earlier at the general luncheon 
session yesterday, Mr. Lang read a 
message from Sir Ernest Benn, 
president, Advertising Association 
of Great Britain, extending fraternal 
greetings and expressing the grati- 
tude of British advertising men for 
the leadership and encouragement 
emanating from the United States. 
He pledged support of his group to 
the advancement of commercial 
morality throughout the world 
through devotion to the truth-in-ad- 
vertising movement. 


Program to Expand 


At the annual business meeting, 
Mr. Lang announced that a satisfac- 
tory financial position will permit 
expansion of present activities. As 
rapidly as new funds are available, 
desirable new projects will be 
launched, he said. 

He called attention to the fact 
that agitation against advertising 
now seems at flood tide and said it 
is logically the continued responsi- 
bility of the Federation to represent 
all advertising interests in combat- 
ting it. 

The bureau of research and edu- 
cation issued its fourth series of 
short talks on advertising last year 
and they were broadcast by more 
than 240 radio stations. The re- 
sponse has been so good that sev- 
eral requests to broadcast them a 
second time have been received. 

The 1935 series were published in 
more than 500 periodicals and the 
1936 series will be reprinted by a 
larger number. The demand on the 
bureau for educational matter from 
schools and colleges has steadily in- 
creased. 

More than 100 performances of 
the advertising play, “Let’s Scrap 


It,” written by Mrs. Anna Steese 
Richardson, have been given before 
advertising clubs and consumer 
groups. 

Headquarters speakers have ad- 
dressed from one to 40 clubs each. 

Among other phases of the ex. 
panding educational work is the 
book, “The Fight for Truth in Ad- 
vertising,” written by H. J. Kenner, 
manager of the New York Better 
Business Bureau, which will be pub- 
lished by the Federation in the early 
fall. 


“Pit and Quarry” 
Changes Its Format 

Effective with the July issue, Pit 
and Quarry, Chicago, will drop ad- 
vertising from its front cover which 
thereafter will be handled in poster 
style. 

Other changes being made in the 
publication include new type face 
and adoption of three-column make- 
up. Advertising will be accepted 
next to reading matter in smaller 
units than heretofore. 


White to Coast 
for Hanff-Metzger 


Derek White, formerly advertising 
and sales promotion manager for 
Lee & Cady, Detroit, wholesale gro- 
cer, has joined Hanff-Metzger, Los 
Angeles, as copy chief. 

Mr. White was associated at one 
time with C. C. Winningham, Inc., 
as executive on the Hudson Motor 
Car account. 


New NoDoz Package 


NoDoz Laboratories, Inc., Sacra- 
mento, Calif., has put its NoDoz 
Awakeners in a new green and black 
tin package, each box containing 15 
tablets. Hugh T. Harrison is sales 
manager. 


Debate Patman Law 


The Associated Grocery Manufac- 
turers of America will hold a special 
meeting at the Palmer House, Chi- 
cago, July 8, to discuss the Robinson- 
Patman law. A New York meeting 
was held Friday. 


SIZE 


DOMINATES! 


The Queen Mary, the Von 
Hindenburg, the Empire State 
—all swosh themselves across 
through sheer size. Size 
speaks the language that gets 
itself a hearing. Tell Your 
story BIG—with Rapid's Giant 
Prints—the BIG, high-fidelity 
interpretation of charts, sales 
presentations, court exhibits, 
window displays, wall murals, 
and a dozen other uses. Dra- 
matize your story with mod- 
ern BIGNESS! Let a Rapid 
Contact Man show you. 


SIZE DOMINATES! 


RAPID 


COPY SERVICE CO. 


GIANT PRINTS 
"STATS 


6 BRANCHES: NEW YORK, 415 Lexing- 
ton, 444 Madison, VAnderblit 3-3680 
CLEVELAND, Ninth —Chester Bidg.-, 
MAin 9335 @e CHICAGO, 110 So. Dear- 
born, 228 No. La Salle, 360 No. Michigan 

Ave., STAte 5977. 
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ADVERTISING AGE 


They have the ability to see 
the beauty and wonders of 


HE “EYES” HAVE IT! 


An advertisement on the 
printed page gives the eye 


ity life. Eyes quickly register something to see that is tan- 
“4 color, day, night, the at- gible. Through the eyes the 
= tractive damsel, the stream- mind remembers and identi- 
pie lined car, the landscape, the fies illustrations, packages, 
horizon, in fact, the whole trademarks, slogans, etc., 
S! world is before the eyes. long after their publication. 
D We Make Plates for ’ Eye Appeal” Advertising 
Ss 


=|COLLINS, MILLER & HUTCHINGS, Inc. 


—fPHOTO ENGRAVERS e 207 NORTH MICHIGAN AVENUE e CHICAGO 
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ALL TIME HIGH 


2,100,000 OCTOBER 1936 
PRE-DEPRESSION PEAK 
SS JULY 1936 
OCT. 1926 
FEB 1936 
1,800,/000 JAN. 1932 
1,750, |O00 DEC.1924 BOTTOM of DEPRESSION 
1,500,000 
an} . 
of 
O TRUE STORY ANNOUNCES 
1,2.50,|000 W 
ve LARGEST 
oe 
CIRCULATION 
: GUARANTEE 
|, 000,000 > IN ITS 17 YEAR HISTORY | 
° 2,100,000 || 
rad . | | | 
EFFECTIVE OCTOBER 1936 ISSUE : | 
Me HIS is the third circulation guarantee N 
75 O, 000 hoon within one year... gains b 
iu) coming largely on a voluntary news- 
stand basis...and at the premium price 
> of 15¢ a copy. 
pe Page rates increase from $4500 to 
$4750... other units in proportion. 
re Conia vee “4 Jy 8 ‘on 
wi e honored at the old rates 
5 00, 000 4 through the September 1937 issue. 
a 
: TRUE STORY 
122 East 42nd Street, New York City 
25 O, feTele) pm Russ Building, SAN FRANCISCO 
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CONTEST WINNERS TAKE A BOW AT A.F. A. CONVENTION 


PHOTOGRAPHIC 
REVIEW OF 
HE WEEK 


DEDICATE NEW STUDIOS IN NEW YORK 


i ee et ae eas Lee —e vk aay at Sel WS 9 oe ¥, << 
Bk Sa so 7 4 : 
ot Ska ae, AUB. ‘\ 
as int - } : Reinhart Knudsen, winner of the college contest for essays on advertising, sponsored by Advertising Age, is shown before the 
; microphone at the A.F.A. luncheon Monday. Behind him are Miss Katherine E. Howard, winner of the high school 


contest, and G. D. Crain, Jr., publisher of Advertising Age. Seated in the foreground are Edgar Kobak, David Sarnoff, 
Miss Edith Parnell and Ken Dyke. Chester H. Lang is standing in back of Miss Howard. 


REPRESENTS COAST NEW PRESIDENT AND PART OF STAFF 


REGRET 
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, 
a | 4 
| os 
| Walter W. R. May, manager of 
| | Portland Chamber of Commerce, 
| who was elected vice-president of 
il. | the Advertising Federation of 
a S ‘ | America at its Boston meeting. 
. | (Story on Page 1). 
ae sine eon er ae ee ee PON? gk ais Ca, Part of new staff of Advertising Federation of America snapped at Boston. 


a ( Seated, E. H. McReynolds, Missquri Pacific Railroad, new president; Edith Ells- 
Lang, General Electric Co., Schenectady, retiring president. Standing, Frank A. 


; é f Black, Wm. Filene’s Sons, Boston,’ ‘treasurer; George M. Slocum, Automotive 
directly into the studio. Daily News, and Norman S. Rose, Christian Science Monitor, vice-presidents. 


GENERAL VIEW OF GATHERING AS A.F.A. HOLDS OPENING LUNCHEON 


Sey ae 


ra 4 Ss in 


Leaders from every part of the country taking time out to attend the Big A. F. A. convention luncheon held in the Hotel Statler, Boston 


worth, Roche, Williams & Cunnyngham, Philadelphia, vice-president; Chester H.: 
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The National Geographic Magazine holds open to 
advertisers the door to the most intelligent, well-to-do 
million families in America and makes this contact 
without waste or exorbitant cost, through a single 
medium, The First Million's own magazine. 


The National Geographic Magazine is the only million-circulation 
publication in the world actually owned by its readers. Its readers 
are its only stockholders, and to them it pays twelve valuable 
dividends annually and has done so for forty-eight years. It is the 
one magazine of large circulation for which subscribers are selected. 
It makes no clubbing or combination offers; no installment sales. 
it has no canvassers or field force of any sort. Its newsstand 
circulation is but 1.39% of the total million, and the single copy 
price is fifty cents. Its subscription renewal percentage in 1935 
was 91.6%, which certainly proves satisfied owner-readers. 


This First Million spells voluntary circulation of the highest type. 
First in Definite Interests 


The National Geographic Magazine is the most specific of all 
“general” magazines. Its editorial formula deals with the most 
compelling subjects of human interests, people and places and 
things—and deals only in first hand facts. It isn't a women's maga- 


zine, yet a million and a quarter women read it year in and year | 


out. It isn't a fiction magazine, yet is read and re-read intensely 
from cover to cover. It isn't a “news” magazine, yet 83% of the 
copies are examined the very day they are received. It isn't a home- 
makers’ magazine, but the average copy is in active use for four 
and a half months in homes, 75% of these homes being owned by 


THE NATIONAL GEOGRAPHIC MAGAZINE 


Washington, D. C. 


A 
ee 


its subscribers .°. . The National Geographic has an editorial field 
of its own, and dominates it by the excellence of the job performed. 


First in Advertising Opportunity 

Right now the First Million are reading in their National Geographic 
the advertising of such firms as Agfa Ansco, American Telephone 
& Telegraph, American Stationery Company, American Radictor 
Company, All Year Club, Associated British Railways, Association 
of American Railroads, Aluminum Company of America, Anchor 
Line, Bell & Howell, Buick, Californians, Inc., Canadian Pacific, Coca 
Cola, Chevrolet, Cunard, De Soto, Dodge, Dollar Line, Eastman 
Kodak, Eveready, Firestone, Fisher Body, Folmer Graflex, French 
Line, General Tire, Goodrich Tire, Goodyear Tire, Great Northern 
Railway, Hamilton Watch, John Hancock, Hamburg-American, 
Havoline, Hormel—just to use the first few letters of the alphabet. 
Black and white pages are addressed to this national market of 
first and best-able-to-buy buyers for $2.60 per thousand families 
—quality circulation at a mass rate. 


The First Million Influences Other Millions 

The First Million! The million family units who subscribe to this 
magazine, who stand high in every town with over a hundred 
white families, own more homes, more cars, more radios, more 
insurance, more checking accounts, more savings accounts than 
any other associated million-group in the world. They spend more 
on their homes, more on travel, more for clothes than any other 
million. They obviously have more to spend. They are clearly 
America's First Million. 


They are your first market. For the First Million buys first—and 
what it buys sells other millions. 
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